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Is there a confection in box, bar or bag that couldn’t do 
with new, thrilling taste-appeal? It’s easy to pep up the 
flavor... and the sales chart... with MAGNA-ficent 
MAGNA Flavors! Here is inviting, exciting goodness 
PLUS truly scientific perfection ... and surprising 
economy, too! Why not try MAGNA Imitation Vanilla 
Base 8 Fold or any of the 27 other premium MAGNA 
Flavors—or try them al/—and get set for important, 
sales-sparking improvements in your products. 


Write for complete information and price list. 


; 








Guarding the Quality 
of Confections With 
the Right Flavor 

by 


ARTHUR H. 
DOWNEY 
Technical 
Director, 
MME&R 


In adding fla- 

voring to a 
product, it is important to de- 
termine whether that flavoring 
is fulfilling only its appointed 
function—that is, imparting the 
desired taste—or whether it is 
not, as well, causing wndesir- 
able reactions! 


For example, a flavor that 
contains reducing or oxidizing 
agents may be the underlying 
cause of a color disturbance! 
At the same time, an odor that 
is slightly “off,” or candy that 
granulates for no apparent 
reason, may be traced to tech- 
nically inferior flavors. 

Thus, to guard the quality of 
confections, it is necessary to 
use a flavor that has been created 
with scientific exactitude—one 
that has been carefully tested 
and found technically perfect. 
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tinually tested and re-tested 
16 DESBROSSES STREET, NEW YORK CITY - 221 NORTH LASALLE STREET, CHICAGO under direct personal supervi- 


sion in the MM&R laboratories. 
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THERE’S A BETTER WAY to get the select, breakfast-fresh eggs it takes to 
better candy. Just order. . . 


GENERAL OFFICES * CHICAGO 9, ILLINOIS 


CREAMERIES 
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FRITZBRO AROME MAPLE IMITATION 
EKOMO VANILLA IMITATION 
FRITZBRO BUTTERSCOTCH IMITATION No. 1 
EKOMO MAPLE WALNUT IMITATION 


ie 
FRITZBRO COCONUT IMITATION No. 1 
Special 
a 
OIL PEPPERMINT USP Xill 
Rectified 
" 
OIL LEMON USP Xill CALIFORNIA 
COLDPRESSED “Exchange” Brand 
* 
OIL ORANGE SWEET USP Xill CALIFORNIA 
COLDPRESSED “Exchange” Brand 


Prices and working details 
} on request. 













/ 









No package assortment is complete without these 
ever-popular flavors . . . tested, time-tried and com- 
petitively proven, they are the stand-by favorites of 
leading fondant goods manufacturers. 

We sincerely believe it will pay you to compare the 
flavoring specialties listed in the accompanying panel 
with any you are now using of corresponding type. 
By doing so, you have two opportunities for gain: 
1. You may find that owrs is the better flavor; or 2. 
You may find that it produces as good a flavor at a 
worthwhile saving in cost. You may even discover 
that the FRITZSCHE product gives you both! If 
you’re a wholesale manufacturer and would like to 
make this comparison, we'll gladly supply a FREE 
test sample of any you may elect to try. Merely 
address us on your letterhead, mentioning this publi- 


cation and the type of flavor you would like us to 


supply. 
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7 Don't breathe a word of 
this, Georgia, but she won 


FIRST PRize 
For 


it by using Givaudan's PEACHIEST 


FLAVOR 


Imitation Peach Flavor F-234’ 




















Even the experts agree that Givaudan’s 
Imitation Peach Flavor F-234 is outstanding. It is unusually close to the 
fruity effect of Nature’s peach... to the aroma and fragrance of the 


fully ripened and newly broken fruit. 


The extraordinary background of this imitation blends well with 
other flavors, and is remarkable in its freedom from unpleasant 


aftertaste often associated with such products. 


Economical in use, Imitation Peach Flaver F-234 
is likewise versatile, being excellent for hard candies, fondants, gum drops, 
syrups, and pie fillings. Quotations, samples, and suggested 


proportions will be furnished upon request. 


330 West 42nd Street « New York 18, N. Y. 
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B. Young & Company of America, Ltd., 





makers of fine gelatines since 1818, 





announce that SPA, the famous English 
gelatine, is now available in the United States and Canada 


for the manufacture of marshmallows and similar candy products. 


SPA gelatine is distinguished by its free and high whipping 
properties and the soft, smooth texture which it imports to the 
finished products. The exceptional qualities of this 

pure-food gelatine are the result of a completely new technique in 


manufacture developed by the makers of SPA. 


B. Young and Company will be pleased to advise you on the best 
methods of using SPA gelatine for the improvement of 


your marshmallows and confections in texture and taste. Write today. 


B. YOUNG & COMPANY of AMERICA, Lp. 


20 Exchange Place, New York 5, N. Y. 
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to give you 


better-than-ever 


quality... 





Vow... photo-electric “‘eye’’ 
sorts ‘Blue Diamond’? Almonds 
with more-than-human acemnacy 


Here at the world’s largest almond “factory” batteries of 
photo-electric sorting machines are turning out 200,000 
pounds of precision-sorted almonds every day. The 
Exchange holds an exclusive license to the use of this 
equipment for almonds. 


To you this electric-eye sorting means lower-than-ever 
handling costs because inspection in your plant can be 
reduced to an absolute minimum. 


It means higher-than-ever quality, guaranteed by ma- 
chines that work with more-than-human accuracy. It means 
dividends to you when you specify “Blue Diamond 
almonds”, whether you use Standard Sheller Run . . . the 
new Select Sheller Run . . . or Supreme Grade in specified 
kernel sizes. Remember, we're almond specialists, and have 
been for 39 years. 





NEW “SELECT SHELLER RUN” 


It's sorted by photo-electric eye to contain at CALIFORNIA ALMOND 
least 95% perfect kernels! It’s available in 
large and medium size count-per-ounce. This GROWERS EXCHANGE 








new Blue Diamond product developed for the yt 

confectionery trade gives uniform high quality 

at a favorable price! Full details on request. Sacramento 
California 


2 AM On, 
: A LM O N DS = Offices: New York 
tas and Chicago 
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When you use Clinton’s SYRUPS and STARCHES 


Clinton’s laboratory tested syrups and starches are scientifically 
manufactured to insure you unvarying uniformity. Clinton's staff 
of highly trained technicians are constantly checking these prod- 
ucts to assure top quality, batch after batch. 


. 


@ Our. Technical Service Department is for 
your convenience. You'll find it mighty help- 
ful and profitable in solving your technical 
problems. Write or call without obligation. 


Tops 


FOR CONFECTIONERS 
COAST-TO-COAST 


CLINTON, |OWA 
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October 
Reminder! 


“Order your NOUGAT and 
CARAMEL PASTE needs for 
the Holidays-NOW!” 


Candy Makers’ Supplies 
of Distinction. 


/ NOUGAT WHIP 

/ HAND ROLL CREME 
/ EGG-O-CREME 

/ X-L CARAMEL PASTE 
/ VAC-O-LAC 

/ VAC-KRE-LAC 

J VAC-KRE-MIKS 


For OLD and NEW CUSTOMERS— 
Clip Coupon below and mail—TODAY! 





Senneff-Herr Company 
Sterling, Illinois 
Gentlemen: 
Please ship a 10 Gallon “Trial Drum of the 
t following— 





Company 
ee CE al i ie A 
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A Digest of 


TECHNICAL LITERATURE 


World-wide developments and research in con- 
fectionery and food processing techniques are noted 
for confectionery manufacturers. 








Quick Candying of Fruits 

Food Manufacture, Vol. 24, No. 7 (July, 1949)— 
(British Publication)—A rapid means of producing can- 
died fruits is described. The method features “vacuum- 
ising the fruit in heavy syrup, and this, so far as the 
authors have ascertained, is more or less new.” Candied 
fruits produced by this method are reported “trans- 
lucent and plump.” 


Organoleptic Tests in the Food Industry 


Eric C. Wood, Journal of the Society of the Chemical 
Industry, Vol. 68, No. 4 (April, 1949)—( British Publi- 
cation) —Principles underlying the correct interpretation 
of the judgments of tasting panels are discussed in this 
article. A statistical study, special reference is given to 
the use of an analysis of variance. Certain assumptions 
inherent in present methods for assigning palatability 
scores are examined critically. “There is some risk of 
erroneous conclusions when a series of scores, each 
for one desirable quality is to be combined to obtain a 
single score for general palatability,” the article points 
out; “suggestions are made for improving the correlation 
between such scores and consumers’ actual verdicts.” 





Diagnosis of Sugar 


L. A. Tramp, Sugar, Vol. 44, No. 7 (July, 1949)— 
Observation of sugar under a microscope and the find- 
ings are reported in this article. The study discusses 
various particulars, such as uniformity of grain and shape, 
in their relationship to requirements of various processes. 


Interfacial Tension at the Sucrose-Solution Interface 


A paper presented by Andrew Van Hook before the 
Division of Sugar Chemistry and Technology of the 
American Chemical Society, Atlantic City, September, 
1949-——“Various estimates of the surface energy at the 
interface between a sucrose crystal and saturated or super- 
saturated solutions are discussed, with emphasis on the 
possible correlation with the surface tension of the solu- 
tions. The significance of these factors in the crystalli- 
zation process—both nucleation and growth—is examined 
critically. 


Pectin from Sisal Waste 


Food Manufacture, Vol 24, No. 7 (July, 1949)— 
(British Publication) —Pectates are being extracted from 
sisal flesh as compounds of sodium, this article reports. 
“This chemical extract comprises about 15 per cent of 
that part of the dry leaf which remains after fibre and 
tow have been extracted.” The thickening, gelling, sta- 
bilizing and clarifying properties of sodium pectate have 
made it valuable in the food processing industries, states 
the article, which are at present the principal market 
for the limited quantities of this product that are avail- 
able from sisal waste. It may be used as a thickening 

(Please turn to page 14) 
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THE WORLDS FINEST ORANGE OIL 


Made exclusively from oranges from 
the Sunkist Groves of California. 


Exchange Oil of Orange gives you 
more real orange flavor, drop for drop 
or pound for pound, than any other 
orange oil. 


“Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 
“Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 

The Exchange Orange Products Co., Ontario, Calif. 


for October, 1949 


Give it all your tests for guality, uni- 
formity and strength. Then you'll buy 
Exchange Brand. 


ORANGE 
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PFIZER 


Citric Acid’ 





GIVES CANDY 
MOUTH 
WATERING 





@ Appetizing appearance may make the initial sale—but 
it’s mouth-watering taste that builds repeat candy sales. 


Pfizer Citric Acid balances the sweetness of sugar and 
enhances the characteristic flavor. This natural fruit acid 
adds a tartness to fruit flavors that makes the first piece of 
candy a hard-to-resist invitation to eat more. 


The ready solubility of Pfizer Citric Acid will help you 
speed production. Moreover, its high quality and purity 
guarantee even acidulation from batch to batch. 


Pfizer Citric Acid is available as the U.S.P. product and as 
Anhydrous Citric Acid. Write today for further details and 
ptices. Chas. Pfizer & Co., Inc., 630 Flushing Avenue, 
Brooklyn 6, N. Y.; 425 North Michigan Avenue, Chicago 


11, ILL; 605 Third Street, San Francisco 7, Calif. p I | ] ) R 
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let STALEY’S Half-Century of Experience Guide You to— 


HIGHER QUALITY seve 
| FINISHED PRODUCTS 


fa f 

N OUR TECHNICAL STAFF IS 
= a READY TO CONSULT WITH YOU 
a | WITHOUT OBLIGATION! 


MAIL COUPON TODAY! 


A. E. STALEY MFG. CO., Dept. MC-10 
Decatur, Illinois 

, Gentlemen: 

LD Please send me without cost or obligation, information 
about your products and how I can use them in my own 


Stale ‘s oe ey ~ “cemmmaed formulas, improving quality and 
stalcys owering costs. 
CORN AND A, E. STALE Y Name 


SOY BEAN 
PRODUCTS MANUFACTURING CO. Firm 


DECATUR, ILL., U.S.A. Address 


City Zone. State 











, 





Sweetose is a trade mark of the A E Staley Mig Co. Decatur, ili, Registered inthe U S Pat Office 
emerson cee me 
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National Manufacturer 


IMPROVES QUALITY 


without increasing cost! 


Why not take a tip from the manufacturer of a well-known 
confection who found this way to improve his sales? 


Here’s his story: “As soon as the retail shelves were full 
again, we knew we had to give the public better quality or 
lose business. But, how could we increase quality without 
increasing ingredient cost?” 


Aromanilla improves taste at low cost 


“Aromanilla,” continued the manufacturer, “solves the big- 
gest part of our problem; getting a flavor that would give 
us a tastier piece of goods. Aromanilla gave us the flavoring 
quality and effect of expensive standard vanilla at a cost so 
low that it approximates the cost of the vanillin we had been 
using. And, it’s just right for goods with a shelf life. It 
ripens in and imparts a mellew, full-bodied flavor that, ac- 
cording to our taste jury, is the finest we have ever had in 
our product.” 

Aromanilla is. able to obtain results like that because it 
was specifically developed to give commercial bakers, con- 
fectioners, and ice cream makers the full, balanced flavor 
of the vanilla bean in finished products. In processing it, we 
start with a base of prime Mexican vanilla beans, and de- 
liberately dissipate the highly volatile solids that are usually 
lost in food processing. We replace these with identical, but 
sturdier, flavoring solids from other sources. Thus Aroma- 
nilla, because it is sturdier, comes through your process with 
all the flavoring effect of the bean intact and in its original 
balance. 


Money-back trial order 


We have been running the statements of satisfied Aroma- 
nilla users for some time now. But, don’t take their word for 
it. Try it yourself. Order a trial supply on the handy coupon 
below. Test it against the finest extract that money can buy. 
If Aromanilla doesn’t do everything that’s promised, ship 
us the unused portion collect, and the full purchase price 
will be refunded, 


poco t ft rr 1 
| Aromanilla Co., Inc. 


| 6 Varick Street, New York 13, N.Y. 


| Sure I'll test Aromanilla under money-back agreement. Please place 
my trial order for: 
OC 1 pint concentrate (equals 2 gals. Standard flavor) $ 8.00 
0) 1 gal. concentrate (equals 16 gals. Standard flavor) $52.00 














NAME POSITION. 
COMPANY. 
STREET. 
1 City. nee OO 


Aromanilla 





Imitation Vanilla Flavor 


MER MPROVE THE TA R PRODUC . 7 
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A Digest of 


TECHNICAL LITERATURE 


World-wide developments and research in con- 
fectionery and food processing techniques are noted 
for confectionery manufacturers. 














(Continued from page 10) 


agent in soup, as a gelling agent in milk products, jel- 
lies, jams, and confectionery, as a stabilizer for ice 
cream and artificial cream, and as a clarifier for fruit 
juices and beer. Methods and experiments at Bucking- 
hamshire, England, are reported. 





Effect of Various Nonsugars on the Solubility 
Of Sucrose in Sugar Beet Sirups 

A paper presented by Henry W. Dahlberg and Arthur 
N. Bennett before the Division of Sugar Chemistry and 
Technology of the American Chemical Society, Atlantic 
City, September, 1949—“The two general classes of non- 
sugar impurities in sugar beet sirups are: (1) organic 
nitrogenous compounds, such as the amino acids and 
betaine, and (2) salts of various inorganic and organic 
acids. The latter class is composed largely of potassium 
and sodium salts, which are the source of the ash in the 
sirups. 

“Previous work has shown that practically all impuri- 
ties, when present in the concentrations prevailing in 
final molasses, greatly increase the solubility of sucrose 
as compared to its solubility in pure water. Significant 
differences in sucrose solubility were found when various 
sirups were saturated at a given temperature and impurity- 
water ratio. The evidence was that the ash constituents 
exert a greater effect on sucrose solubility than do the 
organic nitrogenous compounds. 

“The present investigation was carried out to obtain 
more evidence on this point. Two types of sirup were 
studied. The impurities of one were high in organic 
nitrogen and low in ash, and of the other, high in ash 
and low in nitrogen. The sirups were saturated with 
sucrose at two temperatures and at two impurity-water 
ratios. The results show conclusively that the ash con- 
stituents increase the solubility of sucrose to a greater 
extent than do the organic nitrogenous compounds.” 





Graphic Presentation of Business Statistics 

L. E. Smart, Ph.D., and Sam Arnold, Ph.D., 83 pages 
and index, 46 charts, $2—Published by the Ohio State 
University Bureau of Business Research, this study pre- 
sents in a clear and concise manner the essential rules 
for correct construction of the most widely used types of 
business charts. Basic instructions for making charts 
in accordance with generally accepted standards are 
stressed. 


Manual of Sugar Companies—1948 
Edited by Charles G. Kittner, 294 pages, illustrated, 
1948, $2—The 26th edition of the Manual of Sugar Com- 
panies presents in one fact-filled book a wealth of finan- 
cial and historical data on firms in the sugar industry. 
Comparative balance sheets, 10-year high-low prices for 
stocks and bonds traded on various exchenves. photo- 
graphs of mills and factories are features of this helpful 
reference. In connection with the Sugar Act of 194%, 
detailed tables of quotas for the various producing areas, 

(Please turn to page 18) 
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DUSTING 
THIN BOILING 
MOULDING 


STARCHES 
CORN 
SYRUPS 


Products offered by Anheuser-Busch to the 
Candy and Confectionery Industry have been 
developed to meet the requirements of this 
particular industry. Each product is the result 
of Research plus practical “Know How.” An 
ever-increasing number of customers is evi- 
dence of the dependable performance and uni- 
form quality of all Anheuser-Busch products. 


Corn Products Department 
ANHEUSER-BUSCH, INC.--- SAINT LOUIS, MO. 
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JUST ONE INGREDIENT 
Improves CANDY 5 Ways 


J 
Seeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee eeeeseeseseseeeeeseeeseee”® 


in drums, barrels, and 

the NEW, handy 100 

Ib. and 50 Ib. Multi- 
wall bags. 
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LAND O’LAKES 


New, Improved 
NONFAT DRY MILK SOLIDS 


1. Heightens flavor 

2. Produces a creamier consistency 

3. Modifies excessive sweetness 

4. Develops finer texture 

5. Thickens more easily, with less cooking 


The advantage to you shows up in your cash 
register, for good candy is always profitable. 
Use the New, Improved LAND O’LAKEs 
Nonfat Dry Milk Solids in caramels, fudge, 
milk chocolate coatings—wherever your 
formula specifies milk. Developed especially 
for candy making—always fresh, uniform, 
convenient to use. And while it adds quality, 
it subtracts cost. Try it; see for yourself. 


CONTINUOUS SUPPLY OF NEW IMPROVED NONFAT 
DRY MILK AVAILABLE EVERYWHERE—QUICKLY 


Immediate Delivery Through Branches and Brokers 
in Principal Cities, or write LAND O’ LAKES 
Creameries, Inc., Mi polis 13, Mi ta 
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Not by a Lifeguard or a Fireman but saved by a 









D&O flavor, the right flavor, the correct flavor. The 
D&O flavor “lifeline” includes the most complete 


range of true and synthetic flavors to meet the 






specifications and price requirements of the 


Candy Industry. The right D&O flavor has saved 





ed 
oe 


“IY * 


many a product from consumer indifference and 





helped make it a “best seller”. For the solution 
of your flavor problems, D&O offers you the cumulative 


experience of more than 150 years. Consult DxO. ~ 


1103 DODGE & OLCOTT, INC. 


180 Varick Street + New York 14, N. Y. 
ATLANTA - BOSTON + CHICAGO - CINCINNATI + DALLAS « LOS ANGELES + PHILADELPHIA + ST. LOUIS - SAN FRANCISCO 
ESSENTIAL OILS « AROMATIC CHEMICALS + PERFUME BASES « VANILLA « FLAVOR BASES 
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use KRIST-O-KLEER! 


1. Here’s why: KRIST-O-KLEER makes candies taste 
better! For this fine-quality invert sugar keeps the 
true, fresh flavor from drying out. 


2. Here’s why: KRIST-O-KLEER makes sweets look 
more tempting! It holds the moisture, gives a creamy- 
smooth texture. 


3. Here’s why: Candies made with KRIST-O-KLEER 
stay fresher. Because KRIST-O-KLEER retains mois- 
ture, even upon exposure to air and low humidity. 


Take the hmt Order today, from 
National’s full line of KRIST-O- 
KLEER invert and partial invert 
sugars. 





THE NATIONAL 
SUGAR REFINING CO. 


New York, N.Y. and Philadelphia, Pa. 
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World-wide developments and research in con- 
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prorations account of deficits in Hawaii, Philippines, 
Mainland cane and Domestic beet areas and charges 
against the quotas for the entire calendar year of 1948 
and part of 1949 are presented. For comparative pur- 
poses, the quotas under the previous acts are given. A 
complete record of 1948 high-low prices on the New York 
Coffee and Sugar Exchange, Inc., number of lots traded 
in the various positions, tonnages, etc., month by month 
and quarter by quarter for the year 1948 are also pre- 
sented in a two-page table. 


By-Product Pectin from Sugar Beets 


A paper presented by P. T. Miller before the Division 
of Sugar Chemistry and Technology of the American 
Chemical Society, Atlantic City, September, 1949— 
“Sugar beet pulp (the material left after the sugar ex- 
traction) contains around 25 per cent of the dry matter 
in the form of protopectin. This pectin material is ex- 
tracted from the pulp by a mild acid digestion. Data are 
presented showing satisfactory conditions for this extrac- 
tion and representative yields of pectin. A method of 
purification of the crude pectin by precipitation as an 
aluminum compound and the release of the free pectin 
from this precipitate is described.” Pectin of 75 to 80 
per cent purity is obtained by one such cycle. 

Extraction by direct treatment with an ion-exchanger 
resin is described, and data on yield and purity of the 
pectin product are given. “This method offers promise 
of an excellent method for the preparation of the pectin.” 

Preparing dry pectin by alcohol precipitation, by spray 
drying, and by film drying are described, and conditions 
for the preparation of saturated solutions of the pectin 
are determined. 

“Since the crude extract from the pulp contains prac- 
tically as much nonpectin as pectin material some study 
of this ballast material is presented, and the preparation 
of arabinose from the filtrate from the aluminum pre- 
cipitation is announced.” 

“Some description of the properties and behavior of 
the beet pectin is given, and suggested uses of the material 
are presented.” 

“The results oi this investigation offer promise of the 
development of an important by-product addition to the 
activities of the sugar beet industry.” 


Management Booklets 


The following booklets are available from the American 
Management Ass’n, 339 W. 42nd St., New York 18, N. Y., 
at the prices indicated: 

“What to Expect in Union Demands” and “The Outlook 
for Labor Legislation,” 44 pages, 75 cents. 

“The Practical Meaning of Management Statesman- 
ship,” 39 pages, 75 cents. 

“The Public Relations of Profits,” 30 pages, 75 cents. 

“Operating under Decentralized Management” and 
“New Goals in Economic and Labor Policies,” 31 pages, 
75 cents. 
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COLORS ian nama 


by ROBERT H. PULVER 
Director of Sales, 
H. Kohnstamm & Co., Inc. 


T THE PRESENT time there are 13 water soluble 

certified colors and four oil soluble colors that are 
permitted by the government for use in foods. The 
colors referred to, of course, are the so called “basic 
dyes”, and from these basic colors innumerable mixtures 
and shades may be produced and certified. 

While most manufacturers of candy are familiar with 
the colors available, it nevertheless may be advisable to 
list the basic shades with their government designation, 
trade name, and color index number: 

Designation 


D & C Red No. 


Trade Name Color Index No. 


C Red No. 
Red No. 
Red No. 
Red No. 


ts 


Ponceau 3R 
Amaranth 
Erythrosine 
Ponceau SX 
Sudan Red II 


80 
184 
773 

None 


Orange No. 1 
Orange No. 2 
Yellow No. 1 
Yellow No. 3 
> Yellow No. 4 
Yellow No. 5 
Yellow No. 6 
Green No. 1 
> Green No. 2 
Green No. 3 
Blue No. 1 
F D & C Blue No. 2 


*Oil Soluble 

After listing these colors it might be well to take note 
of the numerous requests that have arisen for years for a 
color chart showing the actual shade of the various 
colors and their mixtures and blends. These requests 
come not only from the confectionery industry, but from 
many of the different trades that use colors in food 
products. 

The difficulty inherent in such a project becomes ob- 
vious when we realize that in printing we can only re- 
produce a certain tone with a specific color value. In 
a piece of candy the refraction and the reflection of 
light are naturally affected by the type of candy—clear 
goods, pulled work, patties, gum work, etc., any one of 
which if colored with the same amount of dye would 


Orange I 

Orange SS 

Napthol Yellow 

AB Yellow 

OB Yellow 

Tartrazine 

Sunset Yellow None 
Guinea Green B 666 
Lt. Green SF Yellowish 670 
Fast Green FCF None 
Brilliant Blue FCF 671 
Indigotine 1180 


F 
F 
F 
F 
F 
F 
F 
F 
F 
F 
F 
F 
F 
F 
F 
F 


D & 
D& 
D & 
D& 
D & 
D& 
D & 
D& 
D& 
D& 
D& 
D& 
D & 
D& 
D& 


AQAA QQEAAAARAAAN 
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come out a different shade. For this reason color charts 
are impractical. 

The only way to develop a “color eye” is to get a com- 
plete set of samples, make up basic solutions, and then 
“play” with them. Learn how they look in aqueous solu- 
tion, color a little fondant with various blends of your 
own invention. After actually working with the colors, 
the many subtleties of shade will become more apparent, 
and in time your mind will begin to translate the shades 
of various pieces of candy into color blending formula- 
tions. 

The certified colors have little value for tinting pur- 
poses unless rendered soluble or diffused in some sort 
of menstrum. Many manufacturers find paste colors 
the answer to their needs, because they disperse readily 
and are desirable where a minimum of water is called 
for. 

In a paste color, the color is thoroughly dispersed in 
some medium like sugar, glucose, and glycerine. Many 
of the larger manufacturers have facilities for making 
their own type paste colors in the laboratory. Some 
make water solutions in extremely high concentration 
and find that by cooking with the proper amount of glu- 
cose and sugar an excellent working color is obtained. 
The degree of cooking will vary with the type candy in 
which the color is to be used. 

It should be noted, however, that colors in combination 
with other materials are extremely sensitive to excessive 
heat, and great care must be taken in handling of color 
mixtures when heat is to be applied. Constant agitation 
is most essential to prevent dulling of the shade. 

Certified colors are definite chemical compounds and 
as such cannot be used or prepared in any medium that 
does not respect their chemical properties. In the tinting 
and coloring of candy decomposition must be avoided. 

Where difficulty with color has been encountered, check 
back to see if there has been any possible contamination 
with iron salts or other heavy metals. Reducing agents 
are colors’ greatest enemy. They have the property of 
bleaching the color and reducing the brilliance. The 
presence of free sulphites or other reducing agents should 
be carefully checked. 

Likewise, bacteriological and fungus growth have a 
definite reducing action during their life cycle and, for 
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PLASTIC 
FOOD COLORS 


CAKE FORM 


(Manufactured under Patent No. 1388174) 


SELF-MEASURING 


Each 2 oz. “cake” is scored, separating it into 16 
“squares.’’ These “squares” break off readily, en- 
abling accurate control of the color used in the 
batch. - 


ELIMINATES ALL GUESSWORK 


The scored “squares’’ make it very easy to accu- 
rately figure the quantity required for any desired 
result. One “square” gives a desirable shade to 
a 35-lb. batch. 


THE ATUAS LADEA POOTECTS Te8 


STRENGTH -BRILLIANCY- SOLUBILITY 


Plastic Colors do not deteriorate. They are readily 
and fully soluble in hard candy, and retain their 
solubility almost indefinitely. Do not spot. 


ECONOMY-NO WASTE 


The use of Plastic Food Colors eliminates muss and 
dusting in preparing Pastes for use in hard can- 
dies. All waste of material and time is eliminated 
and everything, even the hands, are kept clean. 
It makes it easy to use the exact quantity required 
for any given shade. 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRGTAMNM ¢ COMPARNY Enc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 1-13 E. ILLINOIS ST, CHICAGO Il 4735 DISTRICT BLVD., LOS ANGELES I 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI +» CLEVELAND + DALLAS + DETROIT * HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.* MINNEAPOLIS » NEW ORLEANS + OMAHA-+ PHILADELPHIA + PITTSBURGH + ST. LOUIS » SAN FRANCISCO 








THERE’S ONLY ONE 


WILD CHERRY FLAVOR! 


Be sure to use ATLAS 1535 Wild Cherry—a num- 
ber you can’t go wrong with! It’s your direct line 
to greater hard-candy profits through delightfully 
natural-tasting flavors. Consistently appealing in 
quality, Atlas 1535 goes over big with candy- 
makers who find it unvarying in its strength and 
remarkably resistant to high temperatures. Eco- 
nomical, too—only one ounce really flavors 100 
Ibs. of candy. Discover these outstanding qualities 
for yourself. Place your trial order today! 


* 


Other “1500 LINE” IMITATION FLAVORS 
(ALL HEAT-RESISTANT) 


RASPBERRY ORANGE APPLE LIME 

GRAPE WILD CHERRY PEAR PEACH 
PINEAPPLE BANANA LEMON RUM 
STRAWBERRY RUM AND BUTTER 


TRIAL GALLON.........$10.00. $9.50 PER GAL CASES (4-1 GALS.) 
(Delivered from our nearest warehouse) 


Lae 
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FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSGTAMM ¢ COMPARNY Enc. 
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this reason, great care should be taken in the preparation 
and storage of color solutions. Distilled water is always 
preferable and the color should be stirred in under good 
agitation at 180° F. Glass or enamelware vessels are 
the most desirable. Containers should be sterile and kept 
tightly sealed to prevent contamination with bacteria and 
other organisms. Incidentally, recent studies seem to 





7? HELPFUL ARTICLE by Mr. Pulver is 
condensed from his recent paper on “Certi- 
fied Colors” prepared for the American Ass’n 
of Candy Technologists. Additional refer- 
ence material on the use of colors in candy 
manufacture will be found in Chapter 1 of 
Walter L. Richmond’s recent book CANDY 
PRODUCTION: METHODS AND FORMULAS, pub- 
lished by THE MANUFACTURING CONFECTIONER. 











indicate that propylene glycol does not have a preservative 
action in color solutions. Benzoate of soda and alcohol 
do. 

It is important to bear in mind that each color has a 
specific solubility in water at a given temperature. Thus 
in making new mixtures it will sometimes be found that 
the saturation point will be reached and that precipitation 
will occur, whereas in previous formulae such may not 
have been the case. In the case of a Ponceau and Tartra- 
zine mixture, for instance, it was found that, while some 
precipitation occurred when the colors were dissolved at 
180° by raising the temperature ten degrees to 190° 
when adding the colors, complete solution was effected. 

Solubility tables of all the basic colors are available 
and should be consulted before high concentration color 
solutions are formulated. For those not overly familiar 
with certified colors, there is also available literature 
describing the individual characteristics and shade of 
each color and suggested methods of blending them. 


Much work has been done and is continuing on the 
problem of colors fading in bon bons and patties. For 
one thing, colors will simply not stand excessive exposure 
to light. More than this, however, this difficulty seems 
to arise from some variations in the ratios that should 
exist between the amounts of moisture, acidity, invert 
sugar, and sucrose. 

A physical reaction is seemingly taking place with the 
masking of the color effect by the change in the crys- 
talline structure on the surface of the piece. This is a 
problem of formulation and the amount of heat used on 
the batch. Along the same line, the thought has been 
advanced that there is an inward migration of the color 
taking place with the color concentrating in areas con- 
taining the most moisture. It is a problem that deserves 
further study both by the candy makers and manufac- 
turers of color. 


Another problem that comes up repeatedly is that of 
incorporating water soluble colors into grease coatings. 
There are two possible solutions, both of which are now 
being used with a degree of success. 

The color may be dispersed thoroughly in powdered 
sugar. The sugar is then added to the warm coating under 
sufficient agitation and mixing. Incidentally, the use of 
a little lecthin will aid in the disperson. 

The colors may be added on the basis of about 1 per 
cent to propylene glycol and therein heated at 130° F. 
in a water bath under constant agitation for at least an 
hour. The resulting mixture will then be found to be 
compatible to the extent that it can be worked into the 
grease coating without spotting. 

The old story that experience is the best teacher may 
be very aptly applied to the use of certified color and 
candy making. Many of the problems of shade, solu- 
bility, and color fading, which crop up are not new ones. 
Much time and expense on the part of the candy manu- 
facturer can be eliminated by enlisting the cooperation 
and advice of the suppliers of certified colors. 





Cocoa Conference 
Meets in London 


gem parm ged PLUS AN adequate supply of cocoa beans 
will bring more dollars to the cocoa bean farmer in 
Africa and South America and more wages to confec- 
tionery workers throughout the world, Harry R. Chapman, 
chairman of the board. New England Confectionery Co.. 
Cambridge, Mass. told delegates to the recent International 
Cocoa Conference held in London, England. Mr. Chapman 
and Philip P. Gott, president, National Confectioners’ 
Ass’n, were official representatives of the confectioners’ 
association at the conference. 

“Chocolate confections are in keen competition ‘with 
other foods for a place in the consumer’s stomach,” said 
Mr. Chapman, pointing out that “in the U. S., during the 
period 1939-1947, sales of soft drinks increased 118 per 
cent, ice cream sales increased 106 per cent while choco- 
late and candy sales increased only 23 per cent.” 

Although Americans are chocolate fans, Mr. Chapman 
told his international audience, high prices tend to keep 
chocolate candy on candy counters and shelves. “While 
the recent derationing experience in England indicates 
a consumer demand in excess of supply, our experience 
in the U. S. indicates an excess demand can very quickly 
change to excess supply. When the price structure is 
unwarrantedly high, consumers may quickly turn to 
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other items. Our consumers objected to 6-cent and 7- 
cent candy bar prices which were formerly 5 cents. 

“Chocolate covered bars in the U. S. require from 27 
per cent to 53 per cent of their weight in chocolate coat- 
ing. Thus the price of cocoa beans is an extremely im- 
portant factor, in fact, cocoa products represent the 
largest item in the cost of confections—46 per cent com- 
pared to 18.2 per cent for sugar, the next largest cost 
ingredient. 

“The U. S., representing the largest single purchaser of 
cocoa beans (41 per cent of the total world production 
in 1948-1949) is vitally concerned with the supply and 
prices of this nutritious food. Sound business judgement 
and foresight to suggest that steps be taken now to as- 
sure an adequate supply of cocoa beans. It also suggests 
that we plan sales promotional programs now if the cocoa 
bean grower and the confectionery workers are to secure 
appropriate returns for their labors when supply and 
demand become more nearly balanced. Attention should 
be given to our market as well as to our sources of 
supply,” concluded Mr. Chapman. 

Others from the U. S. in attendance at the Conference 
were Leonard J. Schwarz, Ass’n of Cocoa and Chocolate 
Manufacturers of the U. S., Inc.; George C. Schutte, 
Scarburgh Co., Inc.; and J. N. Williams, General Foods 
Corp. Representatives were also present from Belgium, 
Denmark, France, Holland, Ireland, Sweden, Switzer- 
land, and Venezuela, in addition to a large delegation 
from England, British colonial territories and govern- 
ment departments. 
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Insect 
Control 
IN 
Sanitation 


by GEORGE E. GOULD 


Purdue University, Agricultural Experiment Station 


T HE PRESENCE OF insects in food processing plants is 
a constant menace to the production of pure food 
products. The actual losses caused by the feeding of 
insects amounts to millions of dollars annually, but a 
still greater hazard is the loss of prestige when the con- 
— discovers insects or insect fragments in the finished 
ood. 

The presence of such contamination is not only ob- 
noxious to the consumer, but is also considered adultera- 
tion by the Federal Food and Drug Administration. Food 
processors in general are making a sincere attempt to 
manufacture food items free from insect and rodent 
contamination, but even with the best of care and the 
most modern of plants such foreign matter does occasion- 
ally get into the highest quality of goods. A thorou 
understanding of the many potential insect pests and the 
environmental conditions that favor their existence in 
food plants is necessary if the industry is to reduce and 
possibly eliminate insect contamination. 

In certain fields a considerable amount of research 
has been done on various pests, and yet no satisfactory 
method of eliminating insects has been devised. Perhaps 
the flour milling industry has spent more money on re- 
search and on actual control operations than has any 
other group, and yet few mills today are free from infes- 
tations for more than brief periods during the year. 

The insect problems of some of your industries are 
not thoroughly known, for the entomologist has given 
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a working sanitationpre 


combating thiins 


them little attention. In the past some industries have 
even been ashamed of their pest problems and have with- 
held such facts. Conditions in the past few years have 
changed, however, as some companies now hire an ento- 
mologist or a sanitary engineer with training in insect and 
rodent control work. Aid from both state and federal 
entomologists is available, if only the food industry would 
make a request. 

An insect control program should be based on knowl- 
edge of habits of the pest and sources of infestations. 
Food plants can become infested in many different ways, 
but the two major methods are infested raw products and 
the rapid reproduction of insects in and around buildings. 
Other possible sources are flying migrants, accidental 
invaders, and parasites and predators of other pests. 


Raw Material Control 


Raw products are perhaps the principal source of 
insects and contamination. Once established in buildings 
the insect population increases rapidly, for here are the 
favorable environmental conditions of warm temperatures, 
proper moisture and an abundance of food. The size of 
insects permits them to become established in accumula- 
tions of foods, even in the small cracks in equipment and 
flooring. Because of their rapid rate of reproduction a 
few individuals can increase in a matter of months to a 
sizable colony. 

Many of the raw products brought into a plant are 
infested on the farm. Perhaps the most serious problems 
in the food processing industry are those of the wheat 
and corn millers. The weevils, the moths and the flour 
beetles get into the grain on the farm and go with it to 
the storage elevators and on into the mill. Troubles for 
the fruit and vegetable canners also start on the farm, 
for it is there that the corn borer and the earworm get 
into sweet corn, the fruit worm geis into tomatoes, the 
pickle worm gets into cucumbers, the curculio gets into 
peaches, apricots, plums and cherries, and the codling 
moth larvae and similar “worms” get into apples and 
peaches. Contamination in milk, butter and cheese is 
frequently traceable to improper care ef milk on the 
farm. 

Equipment around the plant is often a contributing 
factor to insect abundance. In many factories the equip- 
ment has been in use from 25 to 50 years and possibly 
has never had a major overhaul job. Often buildings are 
old and poorly designed for the most efficient method of 
manufacture. Frequently the process of manufacture 
is outmoded and exposes unnecessarily the food to pos- 
sible contamination by live insects or by air-borne 
fragments. 


Covered Equipment Aids 


Methods of processing are also an important factor 
in the contamination of food. All stages of the process- 
ing should, if possible, be done in covered equipment 
or at least in rooms free from air-borne filth. Tables and 
containers may become coated with dust, lint and insect 
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fragments at night when the plant is not in operation. 
Many pests, such as roaches, rats and mice, prefer to 
roam the plant after dark and seek out food particles 
in unwashed utensils. 

Spillage of food materials is an important source of 
insect populations. Colonies develop rapidly under un- 
sanitary conditions and can soon infest the entire prem- 
ise. In the milling of starch, for example, the wooden 
tables and troughs often permit seepage and leakage 
that makes an ideal environment for mites and the small 
vinegar gnat (Drosophila). In the process of separating 
starch from the gluten, the suspension of these two 
materials is dumped on the table with considerable 
splashing. This splashed material covers the floors, walls, 
and even the table on the floor above. Floors and walls 
are cleaned regularly, but in one plant I found an accumu- 
lation of alternate layers of dirt and starch on a ledge 
six feet above the table. This accumulation apparently 
had not been disturbed for years, as in an inch cube of 
it were 65 specimens of a fungus beetle in all stages of 
development—egg, larvae, pupae, and adults. These con- 
ditions, I am glad to say, have been remedied in the 
past few years, but in every industry such focal points 
have existed at one time or another. 

Accumulations of waste materials and of debris inside 
and outside the plant offers an attractive breeding place 
for many types of pests. Garbage, refuse, and other 
wastes should be disposed of daily. 


Infestation in Storage, Routing 


Infestations, developing in storage are an important 
factor in contamination. Food items can be free from 
pests as they leave the factory, but during a short period 
in a warehouse all the careful sanitary procedures of the 
manufacturer can be ruined. Usually the live insects 
found in food items can be traced to the warehouse or the 
grocers’ shelves. Food held for a period of time in such 
storage is exposed to countless varieties of pests that 
have accumulated through poor sanitary practices. 

A somewhat different source of trouble to the plant 
operator are the insect migrants. Perhaps the roaches 
are the best examples of migrants, as they occur in most 
buildings where food is manufactured, prepared, served 
or stored. The roach can enter the plant on raw products, 
on cartons and other containers, and on foot. This last 
method of migrating from room to room and building 
to building is perhaps the principal method of distribution 
of these pests. In the Mid-West roaches seldom fly, but 
they do crawl over walls, along pipes, over the ground 
and through sewer pipes to reach food. They like every- 
thing in the way of food that we like, and in addition 
feed on debris and filth of all kinds. Roaches prefer 
warm, moist surroundings where they can breed and 
increase throughout the year. In our studies at Purdue 
we found that one pair of German roaches would have, 
if all individuals lived and all females produced the 
average number of offsprings, over 500,000 living des- 
cendants at the end of one year. 
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Parasites and predators that attack insects can in 
themselves become so abundant as to create a contam- 
ination hazard. These small insects are found associated 
with their hosts and increase as the host numbers in- 
crease. For example, I have found seven species of mites 
around food in one plant, but all were not feeding on 
food items as several were known to be predacious on 
other mites and insects. Another example is the small 
wasp parasite of the roach egg capsule. Oftentimes 
swarms of these wasps can be found at windows of 
bakeries and other food establishments. 


Accidental Invaders Source 


Still another source of insect infestations is the acci- 
dental invaders. This term is applied to those insects 
which do not necessarily develop near the food plant, 
but while in flight may enter it accidentally. Certain 
locations are natural breeding areas of some insects, 
and once or twice a year the winged forms appear in 
large numbers. This is true of the shad or caddis fly 
which swarms around lights near lakes and rivers. 
Midges and gnats also swarm and, because of their 
small size, frequently crawl through screened windows 
of buildings. Certain leafhoppers also have migratory 
habits and in flight will fly to lights. I found such a 
leafhopper in box of food packaged on an automatic 
machine. The operator saw the bug hit the light bulb 
and drop into the package. A few seconds later the 
filled box moved forward on the machine and was sealed. 


The types of insects attacking food products are as 
varied as are the food items manufactured. Some pests 
are general feeders and can be found around all types 
of food, while other pests are restricted to a few. In my 
opinion the roach is the most prevalent insect group in 
food plants and even exceeds the house fly in numbers 
and annoyance. 


Foods and the procesing of foods create many odors 
attractive to flies. Although house flies breed in manure 
and decaying organic matter they do like good food. 
Plants without the protection of proper screening are an 
invitation to these germ and filth carrying creatures. 
Not only the house fly but blow flies and related species 
are frequent visitors. A small relative, the vinegar gnat, 
can be a nuisance in plants where the food is processed 
by fermentation or where waste materials are allowed to 
ferment. Still another problem in localities around lakes 
and low areas is the enormous swarms of gnats and 
midges that can crawl through ordinary screen wire. 


Beetles Very Destructive 


Perhaps the most destructive group of insects to un- 
processed grain is the beetles. On the farm and in the 
elevator weevils, the cadelle and the mealworms, are 
serious problems. Here also the small flour bettles 
attack the broken grain and go along with it to the mill. 
The confused flour beetle and its small, white worm-like 
larvae, for example, can be found in granaries, elevators, 
mills, warehouses, grocery stores, and in the home. This 
pest follows the grain through its entire processing and 
even feeds in the finished products; such as crackers, 
ready-mixed flours, and breakfast foods. 

The moth family also includes a number of serious 
food pests. Here we have such notorious pests of grains 
as the Angoumois grain moth, the Indian and the Medi- 
terranean flour moths. Food products are contaminated 
by the larvae, their fecal pellets and their webbing. 

Ants, too, are potential pests in many food industries. 
In general, we divide the ants into two groups; the 
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sweet-loving and the grease-loving species. Candy, sugar 
and syrup manufacturers are especially troubled by the 
first type, and meat processors by the latter type. 

While mites are not insects (mites have eight legs, 
insects six), the entomologist is frequently called on to 
control them. Mites feed on many food items and in 
addition may be present in a plant to attack the insects 
and other mites. Moist areas are, in general, attractive to 
mites, while two species attack ham and cheese. 

Many other types of insects occur as minor pests in 
food plans. Spring-tails, moth flies, sewer flies, book- 
lice, silver-fish and crickets are a few that can be found. 
The importance of these little creatures is not their 
abundance, but the potential hazard’ of dropping into 
and contaminating foods. 

Perhaps the most unusual insect in the food processing 
industry is one present in large numbers in corn milling 
plants. This insect, the ring-legged earwig, has been 
known by employees for over 25 years as the “starch 
bug,” and yet this habitat has not been mentioned in 
entomological literature. This insect, young and old 
alike, lives around the starch separation tables and other 
damp areas, and apparently feed on starch. They cause 
no appreciable loss, but their very presence, especially 
in the numbers found, creates a serious threat to the pro- 
duction of uncontaminated food products. The recorded 
habits and food of this insect are unusual, for in Ohio 
it has damaged the roots of vegetables grown in green- 
houses, in Alabama it fed on live insects under a street 
lamp, and in Hawaii it destroyed the pineapple leaf- 
hopper. Recently it has been recorded from a flour mill, 
while I have records of it from breweries and from an 
abattoir. 

The Federal Food and Drug Administration is charged 
with the responsibility of determining the purity of food 
products offered to the public. The presence of insects, 
dead or alive, insect fragments or feces, is considered 
adulteration by these officials. Furthermore, the manu- 
facture of food in unsanitary premises is also considered 
a violation of the pure food law. Inspectors purchase 
food items on the open market and check them for the 
presence of insects, or can enter plants for the purpose 
of checking food of premises for filth. 


Seizure of Products 


Adulterated products are seized after inspection and a 
federal injunction is brought to prevent the disposal of 
the products. The case is tried in a federal court and 
the manufacturer, if guilty, must destroy the product 
and may be fined. Still more drastic to the manufacturer 
is the adverse publicity received during the condemna- 
tion proceedings and the trial. The federal inspector 
makes no suggestions or recommendations on how to 
eliminate filthy food and unsanitary premises, but onty 
points out that such conditions exist. 

The detection and elimination of extraneous materials 
from food products is often difficult, as the fragments and 
even the entire insect can be quite small or their color 
may be identical with the food. The grinding and cook- 
ing of foods does not free it of contamination, but 
usually scatters small particles through the product. 
Some fragments, such as setae and hairs from the insect 
skin are microscopic in size and readily pass various 
sieves and strainers. Feces are even more difficult to 
detect, as they are quite small and often the same color 
as the food. Even the finest grades of bolting cloth fail 
to remove all microscopic fragments and fecal matter 
in flour. 

A complete control program for the elimination of 
insects should be in operation in every food processing 
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plant. Such a program should include a staff of com- 
petent workers under the supervision of a sanitary engi- 
neer. This supervisor should be acquainted with the vari- 
ous insect problems and with the conditions in the plant 
favorable for their abundance. If the supervisor has no 
knowledge of insects, he should call in a competent ento- 
mologist to discuss with him the various pests of the 
industry and the best methods of control. For certain 
jobs the supervisor will want to call in specialists, as for 
instance for fumigation or the application of new insecti- 
cides. Many plants have commercial pest control com- 
panies take care of routine control, but this is not sufficient 
for all problems as general sanitation, manufacturing 
procedures and reconstruction may be involved. 


The first and perhaps the most important step in any 
control program should be sanitation. This should cover 
the handling of foodstuffs from the raw products through 
the manufacturing process on to storage and the retailer’s 
shelves. Most raw products are cleaned as they enter the 
plant and can be kept free from contamination by the 
use of clean equipment. The equipment should be cleaned 
at the end of the day’s run, while the cleaning crew 
should remove all spillage and waste accumulations. 
Vats, tanks, and other containers should be kept covered 
when not in operation, especially at night. All tables 
and open containers should be cleaned before the start 
of operations for the day. Such surfaces may become 
contaminated at night by rodents, crawling insects or by 
the settling of air-borne particles. 


Clean Floors Vital 


Many plants are so constructed that the floors can 
be flushed or hosed with hot water to remove dirt and 
waste materials. This operation is important and should 
be done daily rather than once a week when the plant 
is shut down. Special attention should be given to ledges 
and overhead equipment, for lint and insect fragments 
can be dislodged by air currents or the jarring of running 
machinery. Recently some plants have been using steam 
applied with pressure. Results have been excellent, but 
the treatment has a tendency to disperse roaches through- 
out the building. 


The proper construction of buildings and equipment 
has been mentioned previously and is an important fac- 
tor in sanitation. During the war many plants were 
in operation 24 hours a day and often seven days a week. 
Only necessary repairs were made and time for cleaning 
the plant was reduced to a minimum. Now many plants 
operate five days a week and permit the cleaning crew 
plenty of time to do a thorough job on the other two 
days. Remodeling and painting are also helpful in 
reducing the sources of trouble. 


Inspection of products in the various stages of manu- 
facture is an important procedure in all modern plants. 
However, too often the inspectors are looking for such 
factors as quality, texture, color, weight or packaging, 
and give no attention to the possibility of contamination. 
In one plant I visited they manufacture possibly 100,000 
packages of a certain item a week and yet examined 
only nine for the presence of foreign matter. In nine 
samples examined, I found the mandible of a beetle and 
a piece of insect body wall. In another similar plant 
they made no examination as they considered their 
product free from contamination. And yet, in the two 
plants I found a total of 55 different species of insects. 
The question now arises; how much inspection is neces- 
sary to detect foreign matter. As a minimum I would 
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how Homer Allen developed 
new field 


by RAYMOND E. MAHER 


| Bogen FOR sportsmen is proving 
a profitable merchandising tech- 
nique for the Allen Wholesale Com- 
pany, of Victoria, Texas. 

“We moved from the interior of 
Texas to this Gulf Coast location for 
two reasons,” says Homer O. Allen, 
owner of the firm which supplies 
hard candies and cigars to retail out- 
lets. “One was to expand our busi- 
ness among the many hunting and 
fishing guides and sportsmen operat- 
ing along the fish- and game-famous 
Texas Gulf Coast. The other was to 
operate under a somewhat more fav- 
orable climate.” 

Victoria is located, roughly, about 
100 miles from the three largest 
cities of south Texas: San Antonio to 
the northwest, Corpus Christi to the 


southwest, and Houston to the north- 
east. It is the largest “small” city in 
expansive south Texas with a popu- 
lation of 20,000, and has become 
part of the new industrial South- 
west with aluminum processing and 
chemical development. 

How well Mr. Allen’s ideas worked 
out is shown by the fact that he now 
operates eight delivery trucks all 
the way from Port Aransas, “the 
tarpon capital of the world,” on up 
to Bay City, in the heart of a rice 
and oil empire. His business started 
in 1933 with only one truck, and has 
now expanded to a healthy volume 
of about $90,000 annually. 

To promote sales of candy and 
cigars, both of which occupy high 
rating among rod and gun enthusi- 





SIX OF THE EIGHT delivery 
trucks that operate over a large 
area of south Texas for the Allen 
Wholesale Co. line up by the 
warehouses. Many retailers are 
serviced with the Allen candies 
especially made for sportsmen. 
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HOMER O. ALLEN (right). owner of the 
Victoria firm, meets with his employees 
and contractor Dave Matthews (in coat) 
to discuss new ideas for promotion of 
his new-idea company. Most of the 
Allen salesmen are enthusiastic sports- 
men themselves, which Mr. Allen be- 
lieves aids in selling their confections 
for sportsmen. 





Texas Sportsmen 


asts, The Allen Wholesale Company 
attacked the merchandising and dis- 
tribution problems involved in ac- 
cordance with a well thought out 
plan. 

“Sportsmen from all over America 
have been pouring onto the Texas 
Gulf Coast for a long time, and are 
now coming at all seasons of the 
year,” explains Mr. Allen. “While 
the winter season with its duck and 
wild goose hunting and its fishing— 
is perhaps the season with the great- 
est influx of sportsmen here, there is 
no dull season so far as my business 
is concerned.” 

The Tivoli area, some 30 miles 
from Mr. Allen’s headquarters, is 
known as the Winter “goose capital 
of the world” and, with excellent op- 
portu@ities for redfish and tarpon 
fishing and deer hunting available in 
season, this coastal “paradise for 
sportsmen is bringing sustained busi- 
ness to hunting and fishing guides, 
and to businessmen generally.” 

Realizing the potential pay-off he 
would get from the promotion of his 








business among these sportsmen, Mr. 
Allen operates his trucks over a 150- 
mile stretch of the Texas Gulf Coast 
area. Pursuing his policy of catering 
to the sport trade, Mr. Allen himself 
is a familiar figure in these Gulf 
towns, and is a member of numerous 
sporting clubs. With six other sports- 
men, he has leased 17,000 acres of 
deer-hunting country within sight of 
the fish-famous Matagorda Bay, on 
whose shell-ribbed shores are fishing 
camps, all of which carry the confec- 
tions of the Allen Wholesale Com- 
pany. 

At old Indianola, for example, 
mecca of thousands of salt water 
anglers monthly, the Allen Wholesale 
confections and cigars are consumed 
in large quantities. Ed Bell, owner 
of the fishing camp and store there, 
carries the Allen products and com- 
ments: “Take this Allen-made candy, 
it doesn’t mix with this salt air, nor 
melt in your pockets as do some 
brands I’ve carried.” 


Drivers Sportsmen 


Of the eight truck drivers that 
leave the plant every morning with 
consignments of candy and cigars for 
retail dealers throughout the Texas 
coastal country, as well as over other 
parts of south Texas, six are dyed-in- 
the-wool sportsmen. “If my men are 
enthusiastic promoters of sportsmen’s 
interests,” explains Mr. Allen, “I find 
that the retailers are more receptive 
to sales talk that plugs our products. 

Allen’s candies, having proved a 
favorite of sportsmen who come 
annually to the Texas Gulf Coast, are 
also proving a popular confection 
back home—communities from which 
these hunters and fishermen come. 


“T had to change formulas for my 
hard candy to compensate for the 
much higher relative humidity_pre- 
vailing along the coast,” state# Mr. 
Allen, “and since many of these 
visiting gunners and reel-people come 
from the damper climate in the deep 
South and the lower Mississippi 
River valley, they have spread the 
good word about my candies in their 
home communities. As a result, our 
shipping sales have mounted steadily 
ever since I introduced the decreased 
moisture formula. The marked influx 
of sportsmen to the Texas Gulf Coast 
has made this mail-order business 
from sportsmen and their friends 
really boom.” 

“I know from experience,” he 
adds, “how slow time passes for a 
hunter in a duck blind, and I know, 
too, how welcome is a candy that 


holds its body under the salt spray 
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that these ‘norther’ winds whip up 
while I’m waiting for a mallard to 
wing past. 

“Up in our deer-hunting camp, 
where our group frequently con- 
venes to thresh out the kernels of 
some hunt, the boys almost always 
have a supply of candy that doesn’t 
melt down on being subjected to the 
whims of Old Man Weather. ’Course 
that’s the candy we make.” 


Mr. Allen has found a voluminous 
outlet for his candies among the fly- 
ing sportmen. “Doubtless,” says he, 
“these sportsmen, many of whom 
were pilots during the late war, know 
how readily they can derive energy 
from a piece of candy.” 


Popular Candies 


From the standpoint of consump- 
tion, the Allen candies are in high 
favor among the nimrods and Wal- 
tonians of the Texas Gulf coastal 
country. Retail confectioners, like- 
wise, throughout south Texas, where 
relative humidities are high, are 
more and more, placing their orders 
for Allen-made candies. A prominent 
grocer in Victoria states, “I buy my 
candies from Allen in wholesale lots, 
and I find that they don’t deteriorate, 
if, as happens once in a great while, 
I have to carry a part of this stock 
on display for several weeks. Cer- 
tainly, the moisture content of these 
candies must be at about the opti- 
mum percentage.” 

A believer in advertising, Mr. 
Allen keeps his name in the con- 
sciousness of both the urban and 
rural residents of south Texas by 
running inserts in the daily news- 
papers, and by spot-advertising in 
the three theaters of Victoria. He 
sponsors a weekly, half-hour radio 
show over stations in both Victoria 
and Bay City to an estimated listen- 
ing audience of 1,000,000. The pro- 
gram is a hunting and fishing round- 
table conducted with the cooperation 
of the Texas Game Department. 


Attractive Displays 


During the pre-Christmas season, 
special attractive displays of the Al- 
len candies adorn the show windows 
of numerous confection dealers in 
towns within a radius of some 75 
miles from the Allen candy factory. 

Believing, too, that no business is 
any greater than the men or employ- 
ees who make it, Mr. Allen stresses 
this point in his thriving confection 
build-up. “My routemen are real 
mixers,” he emphasizes “and my 
kitchen employees know their stuff 
from A to Z. They all receive satisfac- 





tory salaries, and they know they re- 
ceive remunerative recognition when 
they render some outstanding serv- 
ice.” 

Believing, too, the old adage: 
“Cleanliness is next to Godliness,” 
the Allen kitchens emphasize sani- 
tary techniques. “No good sport 
would put out anything but a clean, 
wholesome product for sportmen’s 
consumption,” says Mr. Allen, “and 
that’s what we do here.” 


LETTERS 


Caramel and Butterscotch 
Formula 











Kindly send us a formula for a 
caramel and butterscotch sucker. We 
are now making such a product but 
it is not up to our standards, and it 
has the tendency to stick to the ma- 
chine, causing us _ considerable 
trouble. 


—California 
REPLY: Many sucker formulas 


are made on the same base, with 
different flavorings and color and/or 
acid added as required. Usually, 
suckers are a low priced candy item 
and hence must be made on a large 
scale by mass production. Because of 
this fact, we suggest that you try 
the usual formula 

70 Ibs. can sugar 

30 lbs. corn syrup 
on the open fire or 260°-280°F. on 
vacuum cooker. Pour onto slab, add 
either Butterscotch or Caramel flavor 
as the case may be. 


There are many good butterscotch 
flavors on the market which you may 
obtain from the flavor firms. Perhaps 
you may wish to try the following 
formula for a caramel sucker: 

35 Ibs. sugar 

53 lbs. corn syrup 

5 lbs. fat, cook with water to dis- 
solve, to 260°F. add 

7 oz. salt and desired flavor, and 
finish cooking to desired ball 
test. Probably a little higher 
cook than usual for a caramel 
will give better keeping proper- 
ties. 

The caramel paste is made by: 

Cook to a boil 

40 lbs. corn syrup 

5 lbs. sugar 
3 Ibs. fat 

60 Ibs. whole condensed milk, stir 

and mix and store in cooler to 


be used when needed. 
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low to Make Feature Candy Items 


by JAMES E. MAYHEW 


a A RULE the retail candy manu- 
facturers can feature a line of 
counter goods or candy specialties 
that is popular among the specific 
trade they serve. Sometimes quite a 
business can be built up on one or 
two pieces. In fact, that is the way 
most of the popular goods of today 
got their start. 

It is well to remember that textures 
and flavors which meet with favor in 
one location however, will not ne- 
cessarily meet with success in 
another. 

Every nationality acquires certain 
tastes in youth that linger on through 
the years, and various regions of 
the country will, likewise, show var- 
ious “Special type” preferences. 
@”An excellent time saver in selecting 
the right kind of candy and where to 


buy it.” 
F. W. Woolworth (Variety Store) Mich. 


Cocoanut Peanut Brittle Bars 


Cocoanut and peanut brittle make 
a very fine eating piece. It is very 
popular among those that enjoy nice 
crisp brittles. 

Care must be taken in mixing this 
batch so as to obtain a rich golden 
brown peanut and cocoanut slice 
color when finished. 

5 lbs. granulated sugar 

3 Ibs. corn sugar 

3 lbs. water. Dissolve water, sugar, 
and corn syrup. Bring to a boil. Then 
add 

8 lbs. Spanish peanuts. 

Keep stirring until the peanuts 
start to brown and begin to crack. 
Remove from fire and mix in 

2 oz. salt 

1% oz. bicarbonate soda. 

Mix in 4 lbs. sliced or chipped 
cocoanut. Stir well, and the cocoanut 
will start to brown. Pour on oiled 
cooling slab. Turn over a few times 


for October, 1949 


and stretch thin. After you make a 
few batches you will be able to get 
an even batch. Cut into squares or 
oblong strips of the weight required 
to sell for 5 or 10-cent bars when 
wrapped in cellophane. 


Molasses Peanut Cuts 


You will find this a very popular 
number when made and kept fresh. 
Use blanched Spanish peanuts 
roasted to a nice brown. 

2 lbs. New Orleans molasses 

4% lbs. corn syrup 

2 lbs. granulated sugar 

1 qt. sweet condensed milk 

2 qt. fresh cream 20% butter fat 

4 oz. butter 

1 oz. salt 

Mix well, stir and cook to 244 de- 
grees F. or medium ball. Take off 
fire and mix in 8 lbs. Spanish roasted 
peanuts; pour on cooling slab %4 
inch thick. Spread even. When cool, 
cut oblong pieces 1% inch wide, 1 
inch long. Wrap in wax paper or 
moisture-proof cellophane. 

This makes a good center to cut in 
squares and dip in chocolate or when 
made in larger size, for a 5-cent 
chocolate bar. 


Chocolates Filbert Nut Brittle 


3 lbs. granulated sugar 
3 lbs. corn syrup 

1 lb. water 

% oz. salt. 


Cook to 330 degrees F. Then add 
14 lb. butter. Mix and add level 
tablespoon of bicarbonate soda. Mix 
in 1 lb. ground roasted filberts and 
2 lbs. roasted filbert pieces. 


Then pour on cooling table. Spread 
thin and stretch like peanut brittle. 
Turn over a few times until batch is 


cold and about 14-inch thick. When 
there is no heat left in brittle, it 
can be coated with a sweet vanilla 
chocolate. Melt chocolate coating and 
thin it with cocoa butter. Cool to 90 
degrees. You can then cover the 
brittle by using a brush to cover both 
sides. Sell by pound. When you be- 
come used to handling this batch and 
get an even thickness, you can cut 
pieces, so as to obtain the proper 
weight in each piece, and sell for 
5 or 10 cents each. 


Cocoanut Royal Nut Cuts 


3 lbs. corn syrup 

2 lbs. granulated sugar 

1 Ib. sweet condensed milk 

1 lb. evaporated milk 

1 oz. salt. 

Cook to 238 degrees F. Take off 
fire and add 

3 Ibs. macaroon cocoanut 

1 Ib. small walnut pieces 

1 lb. pecan pieces 

¥% lb. pistachio nuts. Mix well. 


Pour on cooling slab 34-inch thick. 
Roll smooth on top with iron bars 
and cut the same as fruit cuts. 


Cocoanut Royal Fruit Cuts 


3 lbs. corn syrup 

2 lbs. granulated sugar 

1 pt. water; cook to 236 degrees F. 
remove from fire; and stir in 

3 lbs. fine macaroon cocoanut 

1 Ib. almond paste 

1 lb. cherry pieces 

\% lb. pineapple pieces 

1% |b. Sultana or seedless raisins 

Pour on cooling slab 34-inch thick; 
roll even with iron bars. When cool, 
this is another number to cut in %4- 
inch squares for chocolate dipping. 
Cut ¥% inches by 1 inch for wrapping 
in wax or cellophane paper. Cut in 
3-inch strips and dip in chocolate for 
5-cent bars. 
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88.0% of Milwaukee. Families 
Buy Candy bars 


10 cent bar sales gain as 


M°* THAN 88 per cent of Mil- 
waukee families purchase can- 
dy bars, according to the 1949 Con- 
sumer Analysis findings of the Mil- 
waukee Journal. 

This year, 217,029 families or 88.4 
per cent bought candy bars, a gain 
of 2 per cent, or 5,744 families over 
1948. Previously, 88.1 per cent in 
1947, and 87.4 per cent in 1946 of 
Milwaukee families bought bars. Ta- 
ble 1 gives the complete four-year 
comparative tabulation. 

Hershey again led the survey in 
bar preference with first choice of 
63.0 per cent. Mounds moved up 
fast from fifth choice to second with 
6.1 per cent. Milky Way, second last 
year is now third in preference with 
4.9 per cent, followed by Mars, Oh 
Henry, Heath, Ziegler’s Giant, and 
Brach’s. 

More 10-cent bars are being pur- 
chased by Milwaukee consumers, the 
survey also shows. The 1949 findings 


2 cent bar drops 


indicate 21.7 per cent of Milwaukee 
families are buying 10-cent bars, as 
compared with 12.2 per cent in 1948 
and 7.1 per cent in 1947. Five-cent 
bar sales account for 62 per cent of 
purchases in the 1949 survey, as 
compared with 77.7 per cent in 1948, 
and 86.2 per cent in 1947. The per- 
centages and number of buying fam- 
ilies for the respective years are tabu- 
lated in the accompanying composite 
table. 

The method followed by the Mil- 
waukee Journal in making this mar- 
ket survey was to mail small question- 
naires to families selected at random 
within homogeneous areas. The con- 
sumer then filled the questionnaire 
out at home and returned it in per- 
son to the Milwaukee Journal build- 
ing. A shopping bag of groceries was 
given to the respondents of the con- 
sumer analysis. 

Of the total population of 244,954 
families in the area surveyed, 5,000 


Milwaukee Bar Purchases by Price 
















































































Price ad 1946 inves tee 1948 a 1947 

>: Ue . 42.08% T1.7% 86.2% 134,558 164,145 177,349 

EY sknie ade ean bao 213 12.:: 71 47,005 25,773 14,608 
EPS y = 16.3 10.1 6.7 35,376 21,337 13,784 

,. 
Milwaukee Consumer Bar Preferences 
Per Cent FIRST CHOICE Shember per Cont SECOND C'OICE 

Brand 1949 1948 1947 1949 1948 1947 1949 1946 1947 16498 1948 1947 
Hershey ....... 63.0% 62.6% 62.5% 136,728 132,246 128,588 15.4% 12.9% 12.2% 38,422 27,252 25,100 
Mounds ........ 61 3.9 1.6 13,238 8.239 3,292 98 5.5 3.7 21,269 11,619 7,612 
Milky Way ..... 42 5.5 5.0 10,634 11,619 10,287 16 113 # «10.7 265,175 23,872 22,014 
SE nians dncne 47 44 2.7 16,200 9,295 5,555 7.7 8.9 6.4 16,712 18,802 13,167 
Oh Henry ...... 41 43 43 8,898 9,084 8,847 7.7 6.8 7.2 16,711 14,365 14,813 
SEE )haia eo 0 Goth 28 2.0 10 4,341 4,225 2,057 41 21 2.0 8,898 4,436 4,115 
Ziegler's Giant .. 19 34 7.7 4,124 7,183 15,842 3.3 6.7 Lg 7,162 14,154 24,483 
Brach’s ........ 15 13 ls 3,255 2,746 3,292 18 2.4 28 3,907 5,070 5,671 
Almond Joy .... 14 15 3,088 3,169 ous 12 2.9 > 2,604 6,126 er 
Baby Ruth ..... 13 13 19 2,821 2,746 3,909 42 2.7 3.4 9,115 5,704 6,995 
Nestle’s ........ 18 2,170 one 3.3 40 28 7,162 8450 5,761 
DEE 44 ne82.00:) sae ene 1.6 18 18 3.472 3,803 3,703 
Butterfinger .... ... we 15 ede ee 3,255 ae pew 
Chicken Dinner.. ... 1.0 2,057 12 15 2.2 2,604 3,169 4,526 
ar afi nak mie aks Ronn 18 1.2 2,170 2,535 o4 
Don’t Know .... 14 2.3 3.1 3,088 44,859 6,378 2.2 2.0 ve 4,775 4,225 sna 
*Miscellaneous ... 6.7 75 7 14,541 15,844 16,254 8.7 9.5 149 18,882 20,069 30,655 





brands used by less than 1° of the total consumers of 
Pred Oe faremce totals: First choice, 1949, 100% 1948, 100°: 
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1947, 100 3%. Second choice, 1949, 86.3%; 1948, 82.2%: 1947, 82%. 


families were covered by the survey. 
The questionnaires were returned 
January 3-15, 1949, and the study 
was released recently. 





Table I 
Per Cent and Number of Buyers 
Year Per Cent Number 
RE 88.6 217,029 
yee 88.4 211,255 
AE 88.1 205,741 
ere 87.4 200,082 





The consumer analysis sampling 
method is personal, not a mail survey. 
It permits an individual contact with 
5,000 representative families for care- 
ful checking of all information ob- 
tained. The Milwaukee Journal type 
of survey actually questions the con- 
sumer and then correlates the infor- 
mation obtained with a thorough 
check on store distribution. 


Each question is worded to elimi- 
nate ambiguities and avoid “leading” 
the respondent. Emphasis is on 
simple, direct questions, and the 
questionnaire is pretested each year 
in advance of the actual printing. 
Opinion questions are rarely used. 


To obtain the widest possible 
amount of useful information, this 
year 5,000 families were split into 
two samples of 2,500 each. An “A” 
questionnaire on yellow stock and 
a “B” questionnaire on goldenrod 
were used. Some question... were dif- 
ferent on “A” and “B” question- 
naires, others were identical. 


Thus it was possible to use the en- 
tire sample of 5,000 families for 
small usership items. For regular 
large usership items such as candy, 
one of the two samples of 2,500 fam- 
ilies were used. 
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THIS SECTION APPEARS QUARTERLY IN 
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Jutomatic Chocolate Process Control 


by LLOYD E. SLATER 


Brown Instruments Division 
Minneapolis-Honeywell Regulator Co. 


W E HAVE BEEN told that the knottiest problem facing 
the handler of chocolate is that of preventing or 
controlling bloom. In our own mind, avoiding the tech- 
nical implications of just what bloom is, we think of this 
as a major part of the general overall problem of produc- 
ing the highest quality chocolate goods with a maximum 
shelf life. So we cannot think of the application of auto- 
matic control to chocolate processing only from the stand- 
point of combating bloom—this is just part of the job 
that instruments must help accomplish in order to be 
worth their salt. It is our opinion that the overall general 
quality and consistency of chocolate goods can be im- 
proved by the judicious use of instruments all through the 
chocolate handling process. 

The aforementioned statement implies simply this: 
while automatic controls on the tempering kettle may 
help reduce the incidence of bloom, poor manual control 
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FIGURE 2: Instrument control panel for chocolate melters. These 
instruments are being used to contro] the melting operation shown 
in Figure 1. 


at the melter or the enrober or the cooling tunnel may 
nullify the objective of higher quality in the finished 
goods. In other words, the full advantages to be derived 
from automatic controls in chocolate processing only 
occur when these controls are exerted throughout the 
whole operation—on the melter, tempering kettle, en- 
rober, and cooling tunnel. Controls are even very desirable 
on the lengths of pipe leading from one stage to another 
in this process line. 

The melting of chocolate, prior to delivery to the tem- 
pering kettle is, therefore, an important place for auto- 
matic control; for it must be insured, for a successful 
temper, that the material delivered to the tempering kettle 
is always in the same condition and always at the same 
temperature. Figure 1 illustrates a typical large sized 
two compartment melter at Loft Candy, and Figure 2 
shows the instrument panel being used to control this 
melting operation. 

This phase of activities brings up an interesting type of 
instrument alchemy. This is the so-called time-pattern 


FIGURE 1: Two-compartment chocolate melters at Loft Candy 
Co. Melting of chocolate prior to delivery to the tempering kettle 
is an important place for automatic control. 
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Nobody throws away 
Stainless Steel 


< 
A\i y os 
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Stainless steel lasts. Allegheny Metal stays bright and strong 
—gives lifetime service—under conditions of corrosion, heat 
and wear that send lesser metals to the junk-pile in a few 
years, or perhaps only months. Wherever a superior metal 
will give you advantage, you’ll find it cheapest in the long run 
to use Allegheny Metal, the time-tested stainless steel. 





Complete technical and fabricating data—engineering help, too—yours for the asking. 


ALLEGHENY LUDLUM STEEL CORPORATION 
Whe Nallons Leading Producer of Hairless Kteel in Alt Foume 
DAL g Pittsburgh, Penna. . . . Offices in Principal Cities 
Allegheny Metal is stocked by all Jos. T. Ryerson & Son, Inc., Warehouses 
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type of control system. We know that the time factor is 
as equally important as the temperature factor in melting 
chocolate, for the heating period must be slow enough 
not to damage the product and yet adequate enough to 
liquefy the highest melting fraction of cacao fat. In addi- 
tion, after this melting phase there is a partial cooling 
period where the mixture is conditioned for delivery to 
the tempering kettle. Thus, provision must be made in 
the controls for the automatic regulation of temperature 
in accordance with time. 


Figure 3 diagrams the control system for a chocolate 
melter. A time-pattern transmitter is now added to work 
with a basic “ElectroniK Controller” an instrument cap- 
able of 44° F. accuracy and great flexibility of appli- 
cation which measures temperature by means of a tiny 
yet very rugged thermocouple. 

In the melting of chocolate the water in the jacket of 
the melter is varied in temperature to give the desired 
treatment of the product being melted. When a time-tem- 
perature curve has been established to represent a water 
temperature cycle that is known to give good results, an 
aluminum cam is cut to this shape. This cam is then ro- 
tated at a constant speed by a clock drive in the time- 
pattern transmitter. A follower riding on this cam, pneu- 
matically positions the index pointer of the controlling 
“ElectroniK,” and this instrument then produces appro- 
priate valve action to adjust the process temperature to 
the value indicated by this pointer. 


The water temperature in the melter jacket is regulated 
through the action of a thermocouple, located through 
the wall of the melter, acting in conjunction with the 
recording controller. Cool water is admitted to the jacket 
when the temperature is lowered as a result of the rotation 
of the time-pattern cam, and conversely, steam is admitted 
when the cam moves to an elevated temperature portion 
of its time-temperature curve. 

Going on to the tempering kettle will illustrate the time- 
pattern type of control even more thoroughly, for the 
tempering operation involves a much more definite time- 
temperature schedule, and critical adherence to this sched- 
ule is mandatory if a well finished product is to be 
guaranteed. 


The chocolate tempering process, in the majority of 
confectionery plants, usually occurs in a water jacketed 


FIGURE 4: Water-jacketed kettle equipped with scraping type 

agitator is typical of type used in majority of confectionery plants. 

Method of obtaining measurement through agitator is shown in 
Figure 5 on page 34. 
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kettle which is equipped with a scraping type agitator, a 
typical representative being the kettle shown in Figure 4. 
Melted chocolate is fed into this kettle and is subjected 
to a temperature treatment which has very definite time 
limitations. The normal procedure is to cool down the 
melted chocolate to a certain temperature in a given period 
of time, raise the temperature to that suitable for enrobing 
or coating—again in a given period of time—and then 
hold it at that temperature until the kettle is discharged. 


As with the chocolate melter, we are faced with the 
problem of cutting a cam for the time-pattern transmitter 
so that the controller can simulate the correct temperatures 
over a given time sequence. The problem is not so simple 
here, however, for there are two schools of thought on how 
to establish a time-temperature curve so that we can cut 
our cam. The ideal way, it would seem, would be to re- 
cord this curve directly from the chocolate temperature 
during an ideal manual tempering cycle. However, there 
are some who have found it more advantageous to develop 
this curve as is done in the melter—from the temperature 
of the water in the kettle jacket. 


Cutting a time-pattern cam from chocolate temperature 
involves the problem of getting a measurement through 
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THE INSTANT AND CONTINUOUS WAY OFFERS YOU 
@ Streamlined Efficiency 
@ Sanitary Perfection 
@ Valuable Labor Savings 
@ Ease of Operation 
@ The Finest Quality Fondant 


AND REMEMBER, we have a machine fo meet 
your production needs. Junior Machine for medium 
production. Standard Machine for volume produc- 
tion. Master Machine for large volume production. 


W. invile comparison 


W. invite inquiry 


this coupon will bring you complete information 
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FIGURE 5: Diagram for getting a measurement through 
an agitator for cutting a time-pattern cam from choco- 
late temperaiure. 


wX -Collector Ring 


Shaft Rotating 
Dark Line _ | Counter-clockwise 


Indicates Poth ~ 
of Thermocouple || Peddles. Reteting 
it Counter-clockwise 


Beater & Scrapper 
‘Rotating Clockwise 





an agitator. The solution is similar to that in Figure 5. 
Figure 6 shows a typical control system hook-up on a 
chocolate tempering kettle where the control is directly 
from the chocolate temperature. 

The water jacket of the chocolate tempering kettle 
usually has two feeds to it, a cold water and a hot water 
feed, although there are some processors who use steam 
rather than hot water. The temperature of the chocolate, 
if the heat exchange of the kettle is good, will follow water 
temperature closely, and thus the “ElectroniK Controller” 
regulates valves on both the hot and cold water lines to 
give the desired temperature in accordance with the time- 
pattern cam schedule. This is simply accomplished by 
having these valves work in reverse directions—as one 
opens the other closes, and vice versa. Thus, when you 
start cooling the chocolate, the cold water valve will be 
fully open and the hot water valve fully closed. As the 
lowest chocolate temperature is approached, the cold 
water valve will automatically start to throttle slightly 
towards the closed position and the hot water valve will 
slightly open. Because of this effect a freezing of the 
chocolate is prevented. 

The problem that appears here is that of fluctuating 
temperatures in the hot and cold supply waters. Suppose, 
for example, that the cold water increased in temperature 
10 degrees in the course of a day and that the hot water 
temperature dropped 10 degrees in the course of a day, 


FIGURE 6: Typical control system hook-up on a choco- 
late tempering kettle where the control is directly from 
the chocolate temperature. 
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Let National safeguard your profit dollar 
. .. National steps up your profit comfort- 
ably over the ‘‘break-even”’ point by giv- 
ing you high speed production at lower 
costs. 
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your old equipment trol. All parts readily accessible. 
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@ Prompt Deliveries 
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Your Inquiry 


NATIONAL EQUIPMENT CORPORATION 
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We design, fabricate, and erect equipment 
for Candy and Biscuit Plants. 

@ ECONOMY BELTURNS for continuous conveying around a turn 
without bunching or crowding. Belt widths 10" to 48°’. 

@ ECONOMY "LUSTR-KOOLD" Chocolate Cooling Tunnels and 
Conveyors 

@ ECONOMY Skinning and Sandwich Cooling Tunnels and Conveyors 
for marshmallows and sandwich goods in Biscuit Plants. 

@ ECONOMY Air Conditioners or Room Coolers. 

@ MISCELLANEOUS ITEMS—Packing Tables, Complete Conveying 
systems, Stainless Trucks, Pans and Racks. 


ECONOMY EQUIPMENT CO., INC. 


Office & Plant 4800 South Hoyne Avenue, Chicago 9, Illinois 


John Sheffman, Representative 
152 West 42nd Street, New York 18, N Y. 

















both probable conditions. While the “ElectroniK Con- 
troller” is designed to recognize and correct for such a 
change of conditions, called a change in load by instru- 
ment people, the time lag involved can very well spell 
poor control in the tempering process. This time lag is 
merely the length of time it takes the chocolate to feel 
a change in water temperature, a factor which increases 
with the amount of chocolate in the kettle and the type of 
heat transfer being received in the kettle. If, for example, 
a batch of chocolate does not feel an abnormal water con- 
dition until a full minute after it is in effect, there will be 
a whole minute of off temperature chocolate, despite the 
immediate action of the instrument to correct for this. 


It can be readily seen that a stable supply water tem- 
perature is essential when controlling directly from choco- 
late temperature. It may be advantageous, if fluctuating 
conditions are present, to put both the hot and cold waters 
through heat exchangers to stabilize their temperature 
before use in the tempering kettle. 


The alternate to controlling directly from chocolate 
temperature is to deal with the problem as in the melter, 
and control the temperature of the water in the jacket 
according to a definite time-temperature pattern. This 
procedure presupposes that a definite cycle of chocolate 
temperature will follow the water cycle. In order to be sure 
that this will be so, conditions in the tempering kettle must 
be duplicated from batch to batch. In other words, for 
best results when controlling from water temperature, an 
exact charge of chocolate at an exact temperature must 
be placed in the kettle each time, and the heat transfer 
ratio of the ketlte must be dependable and not vary. 


Even when controlling the temperature of the jacket 
water, however, it is desirable to have stable supply water 
temperatures, for such fluctuations, while sensed imme- 











Model E Automatic 
Hard Candy Machine 


For producing spherical and 
Seamless shape hard candy 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and sharp or 
abrasive edges. 

It makes hard candies that are smooth and easy on 
the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the developments of 
previous experience. 





To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used ecuip- 
ment it is advisable to determine the exact age 
of such equipment. 


It is suggested that you obtain the serial number 
of any of our equipment under cons deration and 
write to us, the original manufacturers, request- 
ing information as to its age and the availability 
of parts for repairs. 


We. as manufacturers of this equipment, will be 
glad to co-operate by supplying this information. 











There is no Substitute for Experience 


John Werner & Sons, Inc. 


713-729 Lake Ave. 
ROCHESTER 13, N. Y. 
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The New Heavy Duty 
Bausman Automatic 
Starch Machine 


EMBODIES ALL THE ADVANCE SCIENTIFIC PRINCIPLES AND MECHANICAL IMPROVEMENTS 
THAT MAKE FOR FAST, SMOOTH, CLEAN and ECONOMICAL UNINTERRUPTED MOULDING 




















e Sturdy steel frame encloses easily accessible gears, upon nature of substance being moulded. All parts 
levers and bearings. synchronized for maximum efficiency with minimum 

e Oil sealed shafts keep oil out of starch and starch out vibration. 
of bearings. e Trays completely and uniformly filled at all speeds. 

e The feed of the trays to the depositor is automatic and e Starch may be diverted to drier by reversing switch. 
instantly adjustable by a turn of a crank without stop- e Brush-lined sieve always accessible for cleaning or re- 
ping the machine, as is also the pump stroke. placement. 

e Harmonic motion causes trays to move smoothly with- e Hopper of stainless steel has rounded inside corners 
out jar. for easy cleansing. 

e Operates at any practical speed, dependent solely e Mill River water-sealed pump bars, with neither grooves 

nor washers, expedite accurate pumping while separate 
MILL RIVER PUMP BARS inlet and outlet valves prevent clogging. 
A. L. BAUSMAN ERNEST J. KEEFE 
338 WORTHINGTON ST., SPRINGFIELD, MASS. 
qvellehle in single, double, triple and quadruple Representatives 
zes fo: Pp t deposi or ch late work. 
; eae New York—John Sheffman, 152 W. 42nd St. 
Ilustrated Folder FREE on Request Chicago—R. E. Savage Co., 400 N. Michigan Blvd. 
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Simplify Operations and Insure 
Greater Perfection in 
Your Xmas Candies! 


VOORHEES 


RUBBER 
CANDY MOLDS 


Saves Time—Eliminates Waste 


Made of the purest live rubber, these 
molds are odorless and insure freedom 
from dust. They control moisture, and 
yield a better finished product. 


Voorhees Molds are manufactured in 


all standard patterns or your own pat- 
terns and brand markings will be made 


to your order. 


If your jobber cannot supply you, 
write for Folder M10. 


VOORHEES 


RUBBER MFG. CO., INC. 
151 East 50th St., New York 22, N. Y. 





diately, still upset the process. Some manufacturers have 
dealt with this problem by preparing their tempering 
kettle jacket supply water in an external tank with a fairly 
large capacity, and pumping this water at the desired 
temperature through the jacket of the tempering kettle. 
Live steam can be used to heat the water in this case, 
and the supply water to the jacket can thus have a very 
stable temperature. The measuring thermocouple is in this 
case, of course, placed directly into the tank rather than 
into the water overflow pipe of the tempering kettle. 

It might be pertinent to add here, however, that even 
when tempering is controlled by regulating the water 
temperature, it is very desirable to also have a continuous 
measurement of the chocolate temperature in order to 
check upon what you are getting out of the kettle. An in- 
teresting way to do this is to employ a push-button type 
“Multiple Indicating ElectroniK” which will register choc- 
olate temperature in any number of kettles. In one plant 
this instrument is located in the enrobing room and is 
used by the attendant to check on the condition of the 
chocolate in each tempering kettle before drawing it off 
to the enrobers. 

Let us assume that we now have an ideally tempered 
chocolate in readiness for delivery to the enrober. Again, 
all our fine control efforts on the melter and tempering 
kettle will be of no avail if we allow the chocolate to get 
out of temper enroute to the enrober, or in the reservoir of 
the enrober itself. Many confectioners have overcome this 
hazard of moving tempered chocolate by placing auto- 
matically controlled electric heating devices on their con- 
veying piping. In this system the pipe temperature is main- 
tained the same as that of the chocclate by controlling 
electric power to heating elements through a transformer. 

In most plants the enrobing temperature of the choc- 
olate is the same as the temperature at which it left the 
tempering kettle. This means that the control problem at 
the enrober is to maintain a temperature—usually a 
simple feat. However, the problem is complicated by the 
fact that a portion of the chocolate which is discharged 
from the enrober recirculates back into the enrober res- 
ervoir. This chocolate has gotten away from the steady- 
ing influence of the enrober water jacket and will be par- 
tially cooled by air. Thus, the controller is placed to meas- 
ure chocolate temperature directly and regulates appro- 
priate steam and water valves on lines to the reservoir 
jacket. Figure 7 shows the control panel and valves on 
a high speed chocolate depositor. 


FIGURE 7: Control panel on high speed chocolate depositor. 
Controls chocolate temperature directly, regulate appro- 
priate steam and water valves on lines to reservoir jacket. 
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serious thought to fast, automatic packaging. Let Lynch 
WRAP-O-MATICS give you a big assist in helping to 
build your business RIGHT NOW by keeping packaging 
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etitive. Lynch WRAP-O-MATICS are designed to 
andle not -only the conventionally shaped candy bars, 
cookies, small cakes and crackers but irregular and fragile 
shaped forms as well. Model RA can be equipped with an 
automatic card or boat former and feeder to handle pri- 
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Candy Presstime News 











@ Mars, Inc.: W. L. Kruppenbacher, president and 
chairman of the board, announces that G. B. Hurley 
is appointed executive vice-president and general 
manager of Mars to succeed H. H. Hoben, who re- 
cently resigned. Mr. Kruppenbacher also announces 
that V. H. Gies is elected a director of the company. 
H. F. Zoelck succeeds Mr. Hurley as treasurer, and 
D. S. Farquharson succeeds Mr. Zoelck as comp- 
troller. 


@ FTC Complaints Dismissed: Under date of Sep- 
tember 28, the Federal Trade Commission dismissed, 
without prejudice to the issuance of a new complaint 
based, in whole or in part, upon the same factual 
situation, complaints against the following candy 
manufacturers who were charged with practices 
violating the Robinson-Patman Act: 

Wayne Candies, Inc., Melster Candies, Inc., Ludens, Inc., 
D. L. Clark Co., Williamson Candy Co., Bunte Bros., Sperry 
Candy Co., Queen Anne Candy Co., Switzer’s Licorice Co., 
Wm. Wrigley Jr. Co., Minter Bros., Town Talk, Inc., D. 
Goldenberg, Inc., Euclid Candy Co., Inc. (Brooklyn), Mason, 
Au & Magenheimer Confectionery Mfg. Co., Sweets Com- 
pany of America, Inc., Kerr’s Butterscotch, Inc., Delicia 
Chocolate & Candy Mfg. Co., New England Confectionery 
Co., Charles N. Miller Co., John Mackintosh & Sons, Ltd., 
Inc., S. W. Washburn Candy Corp., American Chicle Co., 
Planters Nut & Chocolate Co., George Ziegler Co., Euclid 
Candy Co. of Ill., Inc., Dante Candy Co., Fred W. Amend 
Co., Shotwell Mfg. Co., Kimbell Candy Co., M. J. Holloway 


& Co., Universal Match Corp., Hollywood Brands, Inc., 
Paul F. Beich Co. 


@ Candy Artists: By terms of a recently com- 
pleted transaction, Candy Artists, subsidiary of 
Blum’s of San Francisco, will supply the 476 stores 
of Rexall Drug Company, Los Angeles, with its low 
priced chocolates and other packs. The drug chain 
purchased 175,000 common shares of Candy Artists 
at $3.50 per share. Funds from the stock sale will 
be used, states Fred Levy, president of Blum’s, to 
help finance the firm’s current expansion and build- 
ing program. 


@ Brown Thomson, Inc.: C. J. Schleimer, divi- 
sional merchandise manager of Brown Thomson, 
Inc., Hartford, Conn., announces the department 
store is taking over its own candy department. The 


management of the candy department will be under 
Robert Hutchins. 


@ Monsanto Chemical Co.: A red plastic toy bank 
that dispenses a small chocolate bar with each pen- 
ny saved, is announced by the Monsanto Chemical 
Co. Miniature replica of a subway vending ma- 
chine, the toy version holds 24 Hershey bars. Re- 
fills of 24 candy bars are also available. The bar 
bank is being manufactured and distributed by G. 
Felsenthal & Sons, of Chicago. 


@ Viennese Candies: Opening of new showrooms 


at 405 West Garvey Avenue, El Monte, Calif., is an- 
nounced by the Viennese Candies. 
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@ Original Allegretti, Inc.; One of Chicago’s oldest 
candy manufacturers, Original Allegretti, Inc., is 
resuming operations, it was announced by H. F. 
Eggert, its long-time president, who came out of re- 
tirement to head the firm. The concern will occupy 
a new air conditioned plant at 340-350 W. Huron 
Street. Sources for supply have been re-established 
and the company will be in production in October, 
Mr. Eggert announces. 


@ Caremade Candy Company: Announcement was 
made that the Caremade Candy Company, of To- 
ronto has bought the former Aylmer steam laundry 
building in Aylmer. The company will manufacture 
confection products at this location. 


@ Fritzsche Brothers, Inc.: Sir John L. Simonsen 
of London, director of Great Britain’s Colonial 
Products Research Council and recent recipient of 
the 1949 Fritzsche Award, was the guest of honor 
at a farewell dinner held in the New York Athletic 
Club on September 26th and given in his behalf 
by F. H. Leonhardt, president of Fritzsche Broth- 
ers, Inc., donor of the award. Another distinguished 
scientist and guest was Prof. Marston T. Bogert, 
professor emeritus of Columbia University. 


@ Educational Program for Confectionery Indus- 
try: The Community College of Temple University 
in Philadelphia, is launching an educational pro- 
gram for the executive and technical branches of the 
confectionery industry and other branches of the 
food industry. This program is being developed by 
director George E. Kerr, Dean Harry C. Rountree, 
and Dr. John L. Barnhart. Additional information 
is available from Hans Dresel, secretary, American 
Ass’n of Candy Technologists, 15 Lombard St., 
Philadelphia. 


® Loft Candy: Loft Candy shops are opening a new 
store in the Commodore Arcade at Grand Central 
Station, New York. 


@ National Confectioners’ Ass’n.: The NCA plant 
inspection service is being made available to candy 
plants in the Chicago area during September and 
October, it has been announced by Gerald S. Doolin, 
NCA sanitation director. Any firms interested in 
this service are urged to contact Mr. Doolin at the 
NCA offices. 

General chairman of the National Confectioners’ 
Ass’n’s 67th annual convention to be held in New 
York, June 4-9, 1950, will be Irvin C. Shaffer of 
Just Born, Inc., N. Y. Charles R. Adelson, Delson 
Candy Co., New York, will act as program chair- 
man. 

G. Lloyd Latten, general manager, Schutter Can- 
dy Div., Universal Match Corp., is appointed chair- 
man of a special sub-committee of the NCA re- 
search committee which will work specifically with 
the NCA research projects on refrigerated storage 
of candy and peanuts and pecans for use in candy 
manufacture. Other members of the committee are 
Samuel T. Gay, Queen Anne Candy Co.; Dr. Charles 
Rimpila, E. J. Brach & Sons; Velt Stafford, 
Nutrine Candy Co., and Elmer C. Voight, Elmcrest 
Candies, Inc. The research will be carried on at the 
Georgia Agricultural Experiment Station. 
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The products described help keep you up-to-date on 
new confectionery equipment, materials of all types. 
The items below are coded for your convenience. For 
any further information, write to The Manufacturing 
Confectioner, 9 S. Clinton St., Chicago 6, Ill. Use the 
handy coupon on page 46. 











Steam Jacketed Kettle 


Utilizing a “cladmetal” with an inter-core of copper 
and stainless steel surfaces, this kettle is reported to be 
as fast cooking as all-copper kettles in tests of cooking 
candy creams up to 260 degrees at 85 pounds pressure. 
No rivets are needed inside the kettle. Stainless steel 
surfaces make the kettle more durable and easier to clean. 
Surfaces are corrosion resistant. Code M10A49. 





Non-Ink-Throwing Pen 


A solenoid-actuated pen which avoids ink-throwing 
while providing speedy recording has been developed 
for use on circular chart electronic potentiometers. The 
new operation pen makes use of an amplifying linkage 
designed so that the solenoid’s high velocity reaction is 
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FRIEND Hand Roll Machines 
made here for 25 Years! 


At McCulloch’s in South Boston, skilled design engineers and 
expert machinists have always made the FRIEND line of Hand 
Roll Machines; taking pride in satisfying the late, brilliant inven- 
tor, Harry L. Friend. This year MORE FRIENDS have been added— 
the Two-Way Chew Cutter, and the Liquid Depositor—worthy ad- 
ditions to this famous line of ‘Form by Friend” machines. 
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203 Old Colony Ave. South Boston 27, Mass. 
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"RESCO” Portable 
Chocolate Tempering Tube 


Continuously and automatically melts and tempers choco- 
late. It revolutionizes the hand dipping of candy. Its use 
will increase production of the hand dipper by 20 to 30 
per cent, by eliminating the time consumed in the in- 
dividual tempering of chocolate. Labor problems are 
further simplified as it is necessary to teach inexperienced 
help only the art of covering the candy centers and not 
tempering. 


The appearance of candy will be improved because the 
chocolate processed in this mill is kept in constant tem- 
per resulting in high standards of gloss and uniformity 
of appearance, and eliminating the possibility of dull or 
greyed pieces. 


A PRODUCT DESIGNED AND MANUFACTURED BY 


Robert E. Savage Company 


400 NORTH MICHIGAN BOULEVARD, CHICAGO 11, ILLINOIS 
NEW YORK OFFICE: SELECTED BRANDS CO., 1133 BROADWAY 
WESTERN REP.:; T. H. MERCKENS, Box (549, LAS VEGAS, NEY. 
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CATALOG OF SHORT CUTS 
TO LONG CANDY PROFITS 


Dubin Catalog is full of 
streamlined equipment 

signed to trim costs, save 
time, produce finer quality 





candy. 


FIRE MIXERS 


Dubin Hydro-Lift Fire 
Mixer automatically 
lifts or lowers mixer 
head. Swing head over 
copper drip pan. Even 
furnace temperature. 
Quick and easy toclean. 


CANDY PULLERS 


Dubin offers 3 models 
of Pullers from 10 to 
300 lbs. capacity. Pol- 
ished steel beds and 
pulling arms. Mecha- 
nism completely en- 
closed. Safe. Stress- 
proof arms. 


CHOCOLATE MELTERS 


Choice of electric, gas 
or steam. Thermostats. 
Insulated water jack- 
ets. Removable scrap- 
ers. Arms keep inter- 
ior clean. Gate valves 
to draw off mix. Capac- 
ities 125 to 1200 lbs. 


CARAMEL CUTTERS 


Open side model 
gives utmost effi- 
ciency at lower 
cost. Same model 
enclosed in stain- 
less steel for a 
slightly higher 
price. Detachable 
cutting heads 
with guards. 
Cutters easily re- 
moved for clean- 
ing and space 
setting. 


These are but a few 
of the many Dubin 
items that have 
swept the country 
in popularity... 
Write for complete 
catalog. 
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2500 SOUTH SAN PEDRO STREET @ LOS ANGELES 11, CALIFORNIA 





almost spent before the pen is picked up and moved. 
The pen is a V-type, holding a five-day supply of record- 
ing ink. The new device is said to be essential for ther- 
mal limit recording in continuous pasteurizing processes, 
and for many other applications. Code M10B49. 


Rotary Bag Sealing Machine 


Recognizing the need for a heavily constructed and 
dependable rotary sealing machine in the low price field, 
this new machine has been developed with a simplified 
design and a minimum of working parts. By doing this 
the maintenance cost has been reduced and the operating 
efficiency increased. The three factors essential for per- 
fect bag sealing—pressure, time, and heat—are fully 
controlled automatically. Code M10C49. 


New Magnetic Grate 


A new and different permanent magnetic separator in 
the form of a grate, with magnetized bars and iron spacers, 
is announced. The grate can be placed in the bottom of 





< 


NEW MAGNETIC SEPARATOR in iorm of grate is being introduced 

by The Bauer Bros. Co. Grate catches ferrous pieces as well as 

sticks, straws, cloth, string, stones, firm reports. It will fit all 
sizes of openings upwards from 8 inches square. 


a hopper or floor opening and is readily lifted out for 
cleaning. Not shown in the illustration is a wire grid 
which overhangs the grate. In addition to attracting 
ferrous pieces and particles, the grate catches sticks, 
straws, paper, cloth, strings, stones, etc. The grates fit 
all sizes of openings upwards of 8 inches square. Code 


M10D49. 


Pump Bars 


Sanitation is stressed in these new pump bars which 
contain no grooves or washers. Pistons are of stainless 
steel and the bars are constructed of high-quality bronze. 
Separate inlet and outlet valves prevent clogging and as- 
sure accurate weights with a free flow of material di- 
rectly into the pumps. Code M4D49. 


Steam Gun 


A recent development in the service laboratories of 
a cleaning material company is an easy-to-handle steam 
gun for industrial steam-cleaning. “Special construction 
makes the gun easy to handle, the company states. It 
has an over-all length of 5 feet, is ruggedly constructed 
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and so balanced that it may be used over extended 
periods without tiring the operator. It will discharge 
cleaning solutions to a height of over 12 feet. A special 
safety feature is a reinforced rubber apron backing up 
the steam valve and other hot fittings to protect the op- 
erator from possibility of burning. The whole gun-nozzle, 
tubes, valves, and hoses—turns freely as a unit as the 


back handle is moved. Code M4W49. 


STAINLESS STEEL 
trucks, with ins:de 
surfaces tighly pol- 
ished and seamless 
are available from 
this firm. Corners 
cre rounded, rim; 
smooth-rolied. Circls 
CODE MI10E49. 





Wrapping Machine for High Speed Output 


Uninterrupted operation and a rate of up to 425 pieces 
per minute can be achieved by one of the models of 
this firm. The wrapping machine comes in several 
models to fit specified requirements of confectionery 
makers. Code P5LA9. 


Uniform Catalog 


Described as “the largest, most complete catalog of 
washable uniforms ever printed,” a 64-page, colored cata- 
log of 235 uniform illustrations is now available. Among 





The LEHMANN 912AC REFINER Nepean ete cn 


IS Standard IN THE CHOCOLATE INDUSTRY 





Production records throughout the in- 
dustry bear witness to the ruggedness, 
efficiency, dependability, and qual ty out- 
put of this LEHMANN engineered, pre- 
cision built machine. Of equal excel- 
lence in design and operation is the 
LEHMANN line of Thermal Equalizers, 
Paste Mixers, Storage and Tempering 
Tanks, Conches, and other chocolate 
processing equipment. We suggest a 
thorough investigation of the LEHMANN 
line. We know it will lead to improve- 
ment in your operating efficiency and a 
consequent lowering of production 
costs. 


J.M. LEHMANN COMPANY, INC. 


Main Office and Factory 


‘It’s Easy to 


| 
| 





the new items in men’s uniforms are plastic belts, pro- , | 











Keep Floors Clean, «<< 





Foot-safe At Low Cost! 





VER find a tougher cleaning job than separating 

hardened spillage from confectionery plant floors? 
You not only have to remove dirt, oil, grease and fat, 
but you have to contend with sugar, syrup, fondant, 
chocolate, fruit juices—deposits that call for the kind 
of dirt-loosening power you always get in specialized 
Oakite floor-cleaning materials. 


Your nearby Oakite Technical Service Representative 
will gladly suggest ways to put your floors in spot- 
lessly clean condition. Or send request for informa- 
tion about Oakite floor-washing compounds to Oakite 
Products, Inc., 36C Thames St., New York 6, N.Y. 
No obligation, either way. 


OAKITE 


EG U.S PAT. OFF 


INDUSTRIAL CLEANING MATERIALS - METHODS - SERVICE 










Technical Service Representatives Located in 


Principal Cities of United States and Canada 





job on your o 

step uf 

profits. Let the mactzr 
craftsmen whx lild LEI 
MANN Mills restore ycur 
to original efficiency 
Please contact our Service 


Departmen: 





facturers. We take ploas 
ure in cnnouncing thet 
West Coast users can ob 
tain factory supervised re 
conditioning and parts, ac 
cording to the specifica 
tions of the manufacturer, 
at the More Dry Deck 
Company, Oakland 4, Cal 


It costs more NOT to 
™ factory-recondition 
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Quality Leader for 50 Years 


F&B CREAM BEATERS 


For Smooth, White Fondant 








Capacities: 25 ibs. to 250 Ibs. 
Sizes: 2, 3, 4, and 5 ft. 


Inquiries Solicited 


435 So. Patterson Bivd. Dayton 2, Ohio 
Successor to: BALL CREAM BEATER CO. 





DAYTON SPECIALTY MACHINE CO. 








Again in 1950... 


CANDY BUYERS’ 
DIRECTORY 


bringing buyer and seller together! 
Write for information to: 


CANDY MERCHANDISING 


9 SO. CLINTON ST. CHICAGO 6, ILL. 


STANcase 
EQUIPMENT 


MODEL 
No. 18 
Inside 





Dimensions 
Length —43\%" 
Width — 224%" © 
Depth — 16” 


S 


STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 

Manufactured by 
The Standard Casing Co., Inc. 


121 Spring St., New York 12, N. Y. 
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KIWI 
CODE DATER 


Easily attaches to any conveyor. 
Operates in any position—top, side, 
or bottom. Any numeral or letter 
combination. Once a day service. An 
automatic marker and pricer at rea- 
sonable cost, that spots mark where 
you need it. Helps stock rotation at 
all points. For details, write: 


KIWI CODERS CORP. 


3804 N. Clark St., Chicago 13, Ill. 
Inks for Any Surface 








fessional nylon smocks, black Palm Beach coats, sport 
shirts, T-shirts, work socks, and black woolen grosgrain 
striped trousers. New colors added to the uniform line 
include rose, seafora aqua, hunter green, and charm 
blue. Among the fabrics available are broadcloth, cham- 
bray, sharkskin, seersucker, percale, rayon, and Monte 


cloth. Code M4Z49. 





Industrial Logistics Booklet 


Scientific load-handling methods in food plants are 
illustrated in a new booklet available on request. The 
brochure discusses and pictures the use of electric power 
trucks in receiving, processing, packing, warehousing, 
and shipping food. Features show the logistics in han- 
dling boxes, barrels, bags, and bales in the food industry. 
Code M4Y49. 


Hand Operated Label Gummer 


A new low-priced hand operated label gummer, par- 
ticularly adapted to any industry where relatively small 
sized labels are used, is announced. The machine will 
apply adhesive to labels of any length or shape up to 
54 inches in width, and an unskilled worker can operate 
it. Dimensions are 10 inches x 10 inches x 514 inches. 
Weight is 10 pounds. The gluepot lifts off and is cleaned 
in seconds by merely rinsing in water. Code M10/49. 





New Test Station Balance 


A new one-pan balance for weighing various ingredi- 
ents to 1/20 of a milligram with analytical balance ac- 
curacy but in only a third of the usual time is being 
introduced by this firm. A direct reading instrument, 
it is reported ideal for production control at test stations 
in sugar and confectionery plants. Reading of weights 
on a scale at eye level is said to eliminate usual source 
of error in adding up individual weights. All required 
weights are built-in and manipulated by turning four 
external knobs. No weights are handled. Weights less 
than 0.1 gram are indicated optically, automatically. Sam- 
ples for weighing can range from 200 grams to 0.0001 
gram. For data, circle Code M10P49 on coupon on page 
16. 





Bench Model Automatic Weigher 


This bench model weigher is a small compact machine 
with a height of 42 inches. Production is limited to one 
standard model, but it will handle a wide range of free- 
flowing materials. The unit is available on a 10-day 
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free trial basis from the manufacturers. Fraction of an 
ounce weight changes can be made while the machine 
is in operation. Code M1049. 





PLASTIC-HOUSED CANDY SCALE has top open on both sides 
so that weights can be read easily by both customer and clerk. 
Weight compartments are provided on the clerk's side in the high 
center portion of the scale. Scale is 14 in. long, stands 13 in. in 
the center and 5 in. on the sides. Plastic housing weighs 50 oz. 
Permanent glossy finish is reported easily cleaned and not dam- 
ageable by candy or nuts. For additional data, circle CODE 
MION49 on coupon page 46. 


Candy Cleaner 


With adjustable brushes and adjustable candy feed, 
this candy cleaner has a capacity of 5,000 pounds per 
hour. Brushes are removable quickly. Unit can be 
placed in production line readily. Code M10L49. 


Recording Operating Temperature 


Key spot installation of these recording and indicating 
instruments will help insure uniformity in processing, 
save time, reduce waste, manufacturer states. Available 
in various types, these instruments can also be equipped 
for remote reading. Code M10K49. 


Wrapping Machines 


A machine which can wrap a lollipop by twist wrap- 
ping along the stick ad putting an attractive fan tail 
on the lollipop end, and a machine which forms, cuts and 
wraps variously shaped candy pieces to show off fancy 
centers to maximum advantage, is being introduced in 
this country. These machines are both English made. 
The latter machine is reported to have speeds up to 500 
pieces per minute, while the lollipop wrapper handles 
up to 110 per minute. Code M10H49. 


New Model Dehumidifier 


A new compact adsorbtion type dehumidifier for both 
domestic and light commercial use is being introduced. 
The new model is reported effective for humidity con- 
trol in adaptable areas up to 7,000 cubic feet. It is socket- 


Go to VACUUM and RACINE 
for your MODERN CANDY MACHINE 





MANUFACTURERS OF “SIMPLEX” 
@ Vacuum Hard Candy Cookers Steam 
and Gas 


@ Vacuum Fondant Cookers and Coolers, 
Steam and Gas 


@ Steam Jacketed Kettles, Copper or 
Stainless Steel, with or without 
Agitators 


@ Cooling Slabs 
@ Batch Rollers 


@ Continuous Plastic Machines 








MANUFACTURERS OF “RACINE” 


Standard Automatic Sucker Machines 


Super-Duplex Automatic Sucker Ma- 
chines 


The Punch and Die Sucker Machine 
Sucker, Cutting and Drop Rolls 


Cream Depositors 


Chocolate Depositors for Stars, Kisses, 
Buds, Bits, Bars, etc. 


Snow Plow Cream Beaters 


@ Caramel! Cutters 


VACUUM CANDY MACHINERY COMPANY 


and Racine Confectioners’ Machinery Co. 
FACTORIES: HARRISON, N. J.; RACINE, WIS 


15 PARK ROW, NEW YORK 7, N.Y 
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LATINI Cetin 
DIE POP MACHINE 


a 
ae | 


~ 


® high speed production 

® controlled weight & size of pops 
® interchangeable dies 

® guaranteed performance 

® economical operation 


CHOCOLATE SPRAYING CO., INC. 


2035-39 W. GRAND CHICAGO 12, ILL. 








Circle Code Numbers and Mail Coupon for Literature 

on Any Item Discussed in This Section to The 

Manufacturing Confectioner, 9 S. Clinton St., Chicago 
i. 


MI0A49 MIOB49 MI0C49 MIOD49 MIOE49 
MI0F49 MI0G49 MIOH49 MIO0I49 MI0J49 
MI0K49 MIOL49 MIOM49 MION49 M1I0049 
M4D49 M4W49 M4Y49 M4Z49 P5L49 
Name 
Firm 
Address... desta acthouis 
City ...... Zone........ State 











yannnnWITTENMEIER MACHINERY CO. 


| 


as standard equipment full range humidistat control. 
Weight is 45 pounds. It moves 32 cubic feet of air a 
minute through the unit by a rotor type fan. The unit 
has a removable air filter which cleans out impurities 
before the air is dried. The desiccant bed, where the 
moisture is absorbed, has an indefinite life, it is stated. 


Code M10F49. 


A NEW PACKAGING ma- 
chine for the fully auto- 
matic making of a pack- 
age, filling and sealing it 
at high speeds is intro- 
duced by the Triangle 
Package Machinery Co. 
The machine is designed 
to produce an attractive, 
low unit cost merchandis- 
ing package for the user's 
product. The package can 
be made from any material 
which has a heat seal 
coating. The machine auto- 
matically forms the pack- 
age from two rolls of ma- 
terial; fills, seals and de- 
livers these filled packages 
at a high rate of produc- 
tion. Circle CODE M10049. 


Portable Chocolate Tempering Mill 


This portable chocolate tempering mill is claimed to 
increase production of the hand dipper by 20 to 30 per- 
cent. It will continuously and automatically melt and 
temper chocolate, thus eliminating the need to teach 
tempering to your help. Chocolate processed in this mill 
is kept in constant temper, resulting in high standards 
of gloss and uniformity of appearance. Code M10M49. 


Utensil Steam Spray Washer 


An inexpensive steam spray washer for cleaning uten- 
sils, pans, racks, etc. is announced. This unit is 50 
inches wide, 64 inches deep, and 57 inches high. It is 
constructed of all welded steel, hot-dip galvanized to re- 
tard corrosion. The motor and pump are housed in a 
compartment in the front of the washer. The sloping 
top of this compartment is used for draining the utensils 
after washing. Code M10G49. 





1. Cooling Tunnels engineered and built for customers’ products. One—Three— 


Five pass types. 


2. Chocolate Tempering Tanks and Chocolate Agitating Tanks. 


Rotary Gum Sanders. 


Air Conditioning Specialists—over 30 years’ experience. 
Equipment built and designed to your specifications. 


For full details on how we can serve you, write: 


WITTENMEIER MACHINERY CO. 


3. 
4. Starch Drying Rooms. 
5. 
6. 


850 N. Spaulding Ave. 


Chicago, Ill. 
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TO LG 
this easy-to-handle 
aluminum equipment 


Light-in-weight Wear-Ever aluminum equipment brings cheers 

from the men who work with it, for it means less fatigue. 

It brings cheers, too, from those responsible for efficiency 
and operating costs. For the super-tough alloy 
from which Wear-Ever aluminum food equip- 
ment is made resists gouging and denting — 
gives many extra years of hard service. Mail 

the coupon below for full information |, = 2 
on Wear-Ever Aluminum food plant «) | 
equipment. The Aluminum Cooking ~* 
UtensilCo., Wear-Ever Bldg., 
New Kensington, Pa. 
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FOOD TRUCKS Available in Ss, 10, 15, 20, 30 and 50 


gal. sizes, with or without handles. 
Strong aluminum body. 14 cu. ft. capacity. Continuous welds 


eliminate cracks and crevices. St. John Neotread wheels. 


The Aluminum Cooking Utensil Co. 
5710 Wear-Ever Bidg., New Kensington, Pa. 


Please send me further information about your 


(_] Tubs (] Pails [_] Food Trucks 
[_] Ingredient Centainers [_] Complete Line 


i siineresieveneis cinco 
FIRM 





ADDRESS 





city 
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PEERLESS.._._._| 
CONTINUOUS PLASTIC MACHINE 


@ LARGE CONTINUOUS PRODUCTION 
490-980 Pieces per minute (Depending upon die size) 


@ NEW STRIP-PROOF SIZER ROLLERS 


e@ ONLY TWO AD- 
JUSTMENTS NEC- 
ESSARY FOR PRO- 


DUCTION 


Adjustment on Sizer 
Rollers. 
Adjustment on Die for 
controlling width of 
candy. 


e DIE CAN BE RE- 
MOVED, CLEANED, 
REPLACED, BY ONE 
MAN IN LESS 
THAN TWO MIN- 
UTES 


e DIE CAN BE MADE 
iN A VARIETY OF 
DESIGNS 


OTHER EQUIPMENT e@ Chocolate Wrapping Machines 
@ Round Cooling Conveyors 


for more information write to 


PEERLESS equipment co. 


158 Greene Street, New York 12, N. Y. 
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FOR MORE THAN THIRTY YEARS 


BURRELL BELTS 


HAVE BEEN SAVING MONEY FOR USERS 


Many manufacturers know how Burrell has continu- 
ously given them more for their belting dollar in 
longer wearing, consistently dependable quality belts. 
Burrell can do the same for you. Write or call today. 


11 BURRELL STARS 


Crack-less Glazed Enrober 
Belting 

Double Texture White Glazed 
Enrober Belting 

White Glazed Enrober Belting 
and Plaques 

White Thin-Tex Glazed En- 
rober Belting and Plaques 


Double Coated Glazed Enrober 


Belting and Plaques 
Feed Belts (Endless) 


Bottom Belts (Endless-Treated 


or Untreated) 
Caramel Cutter Boards 
Caramel Cutter Belts 
Batch Roller Belts 


Innerwoven Conveyor Belting 








Candy Production Notes . 





@ Confection Machine Sales Co.: Effective October 
1, the Confection Machine Sales Co. main office will 
be located at 37 W. Van Buren Street, Chicago 5, 
Ill. 


@ Brown Instruments Div., Minneapolis-Honey- 
well Regulator Co.: Charles D. McIntire has been 
named industrial sales manager of the Cincinnati 
branch office, it is announced by William H. Stein- 
kamp, Brown field sales manager. Mr. McIntire 
succeeds George Brown who has been assigned to 
promotion of products of Honeywell’s Belfield 
Valve division. John E. MacConville has been 
named industrial sales manager of the Atlanta 
Branch office, and William C. Waltman has been 
put in charge of industrial sales out of the South 
Bend Office. Mr. Waltman succeeds George Gil- 
liam who will supervise all pyrometer supplies 
sales for the company. 


@ Cochrane Corp.: A revision of the publication 
entitled “Cochrane Deaerators” is announced. The 
revised catalog, known as Cochrane Publication 
3005, combines the latest information on the im- 
portance of deaeration to feedwater chemistry, 
with a complete description of modern deaerating 
equipment manufactured by Cochrane. The catalog 
may be had by writing to Cochrane Corp., 17th St. 
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If It's Belting, We Have It 
YOU "BUY PERFORMANCE" WHEN YOU BUY BURRELL 
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& Allegheny Ave., Philadelphia 32, Pa. In Canada 
address Canadian General Electric Co., Ltd., 212 
King Street West, Toronto, Ontario. 


@ Food Machinery and Chemical Corp.: W. R. 


Huguenin has been appointed manager of FMC’s | 


subsidiary, the Stokes and Smith Co., of Philadel- 
phia. Mr. Huguenin assumed the duties of former 


manager Gerald F. Twist who has been promoted | 


to manager of the company’s Peerless Pump Divi- 
sion at Los Angeles. 


@ First Seven Months Dollar Sales: The Bureau 
of the Census, Department of Commerce, announced 
that dollar sales of U. S. confectionery and choco- 
late manufacturers for the first seven months of 
1949 were down 16 per cent compared with the 
corresponding period of 1948. July dollar sales 


dropped 29 per cent from the June level and were | 


23 per cent below July of last year. The July aver- 
age price of these confectionery and chocolate prod- 
ucts continued to decline. 


@ R. M. Dubin Corp.: Specialty Sales & Equipment 


Co., 412 N. Orleans St., Chicago, is appointed to | 


handle sales and service of Dubin confectionery 
equipment in Midwestern states, announces R. M. 
Dubin Corp., of Los Angeles. 


@ “Packing for Safe Shipment”: New York Uni- 
versity’s Adult School, the division of General 
Education, scheduled beginning September 30, a 
15-week course “Packing for Safe Shipment”, Pro- 
fessor Sidney G. Roth, in charge of the Program 
of Technical Studies, announces. 








ANOTHER ANGLE 
ON INGREDIENTS 


No product is better than its ingredients. 
But ingredients is a broad term—it covers 
not only raw materials but the recipe and 
the skill of blending and producing. 

This mses to equipment, also. There’s 
a lot in back of the confectionery equipment 

ou buy from J. W. Greer Company. The 
tod in steel, castings, bearings, gears and 
other raw materials. . excellent engineering 
to prescribe how to shape and combine 
them .. the latest machine tools to fabricate 
them and to hold tolerances . . skilled 
workmen, an organization of ‘supervisors, 
inspectors, time and methods experts, cost 
accountants..a system of inventory control 
that earmarks the parts of your machine that 
are likely to wear and keeps them in stock 
against your future repair orders. 

Good equipment, like good candy, is 
not cheap. Quality and good service never 
are—but if you don’t get them, it costs 
more. You'll like doing business with Greer. 


J. W. Greer Company, 130 Windsor St., 


Cambridge 39, Mass. 











SANATRAY 


The Starch Tray with 
an Engineering 
Background 


The new Sanatray is the result of 
nearly two years research and en- 
gineering work—with the close co- 
operation of confection manufac- 
turers, the Sanitation Dept. of 
NCA, and Forest Products Labor- 
atory. Eliminates tray repairs . . . 
contamination from wood splinters 
and nails . . . tray jamming. Sana- 
tray maintains original precision 

. . withstands daily grind of 





























mogul operation. Exclusive dis- 


Saves you 8%-12% hot 
tributor. 


room floor space be- 
cause you can get more 
Sanatrays in a stack of 
equal height. Tray made 
of African mahogany 
veneers. Ends made of 
maple or birch. 


ROBERT E. SAVAGE COMPANY 


400 N. Michigan Bivd., Chicago; New York. Office: Selected Brands Co., 1133 Broadway 
Covering 11 Western States: Ted Merckens, Box 1549, Las Vegas, Nevada 
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CANDY PRODUCTION 
METHODS AND FORMULAS 


by WALTER L. RICHMOND 


PDP PPP PP PPP PLP LO 


Roose PropucTION: METHODS AND FORMULAS, now ready for prompt 
shipment, is a big, 640-page, extra-helpful book designed to give practical 
“know-how” answers to problems of candy manufacture. Walter L. Richmond, 
the author, is plant superintendent for Garrott Candy Company and for 
Jane Garrott Candies, Inc., of St. Paul, Minn. His series of articles on candy 
manufacture in THE MANUFACTURING CONFECTIONER, which drew wide 
acclaim of the confectionery industry, are condensations of some of the 
extra-helpful chapters in this important book. 


In Canny PropuctTion: METHODS AND Formutas, Mr. Richmond 
describes fully the three basic operations for good candy manufacture: 
(1) Ingredients and Cooking Actions, (2) Mixing, Casting, Coating, Etc., 
(3) Trouble Shooting. Mr. Richmond tells both the reasons and the 
methods of operation. In addition, he provides carefully selected formulas 
for both the wholesale and the retail trade. 


Whether you have a large plant or a small one, CaNpy PRODUCTION: 
METHODS AND FoRMULAS will prove a valuable asset to your firm. Mr. 
Richmond’s book has 30 helpful chapters, as shown in the accompanying 
contents table. Its 640 pages contain 500 candy formulas and detailed 
production information on candies. For quick, convenient reference, a 
numbered list of the book’s 500 formulas—grouped also under 32 main 
candy classifications—is provided. A comprehensive index and large dia- 
grams showing both how to decorate Easter eggs and how to insert fruit and 
nuts in the centers are still additional features. Designed specifically as a 
production man’s text, Mr. Richmond’s helpful book also provides generous 
space alongside the formulas for notes during actual production in the 
candy plant. 


Canpy Propuction: METHODS AND FORMULAS is now ready for prompt 
shipment. Price is $10. Use the handy coupon below. 


BOOK ORDER 7 


The Manufacturing Confectioner Pub. Co. 
9 S. Clinton Street, 
Chicago 6, Ml. 


i 

i 

i 

i 

i 

: Please send me Mr. Richmond’s new helpful book CANDY PRODUCTION METH- 
ODS AND FORMULAS which contains 500 candy formulas. I am enclosing $10.00. 
i 

i 

! 

i 

! 

{ 

i 

i 

i 

' 

i 
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Long Hawaiian Strike 
Slows Sugar Exports 











N HAWAII, A prolonged longshoremen’s strike, was pre- 
venting at presstime, all but a trickle of sugar exports. 
Sugar production continues there, however, reports B. W. 
Dyer & Company, with the product being stored in any 
manner that will provide protection against the weather. 
The loss of raw sugar supplies from Hawaii, and labor 
troubles in the refinery, have led C & H to announce that 
it would close its California refinery on September 3rd. 
Meanwhile beet processors are selling to most of the 
trade formerly supplied by C & H. 

When the Hawaiian strike ends, the supply of Ha- 
waiian raw sugar will be greater than that needed by 
C & H for its normal marketing territory. Probably some 
of this raw sugar will be shipped to the Atlantic and 
Gulf cane refiners. As the Louisiana crop normally starts 
in October, and will be sold rapidly to Southern cane re- 
finers because of the large crop in prospect (Louisiana 
and Florida crop is estimated at about 565,000 tons 
versus a quota of 500,000 tons and 1948 calendar year 
production of 477,000 tons). Thus, most of the excess of 
Hawaiian supplies should tend to come to Atlantic Coast 
refiners when the strike is over. 

The Hawaiian raw sugars will be needed on the Atlantic 
Coast where refiners normally use mostly Cuban and 











MODERN METHODS OF 
CANDY SCRAP RECOVERY 


By 
Wesley H. Childs 


Tells how you can re-use scrap candy in- 
gredients without loss of value. Also, how 
you can reconstitute the raw materials to 
perform primary functions in first-grade 
goods. This booklet has chapters on 


1. HARD CANDY 
2. CHOCOLATE-COATED PIECES 
3. GUM and PAN ROOM PIECES 


Price Per Copy—$1.00 


Book Sales Dept. 


THE 
MANUFACTURING CONFECTIONER 


9 S. Clinton St. Chicago, Ill. 















































“When your for- 
mula’ includes 
corn syrup! 


For smoeth, white 
fondant that is uni- 
formly tender 


Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 


The Snow Flake Cream Beater is a MU ST 


The Beaters running between diagonal baffle 
plates assimilate all ingredients, aerating and 
whitening the Fondant. 

Years of experience have proved and verified 
our claim that the Snow Flake Cream Beater is 
engineered to handle fondant with corn syrup 
better and faster, with the desired result at its 
maximum. 

Make your next installation a Peerless Syrup 
Cooler and Snow Flake Cream Beater. 








To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used equipment it is 
advisable to determine the exact age of such equipment. 
It is suggested that you obtain the serial number of 
any of our equipment under consideration and write to 
us, the original manufacturers, requesting information 
as to its age and the availability of parts for repairs. 
We, as manufacturers of this equipment, will be glad to 
co-operate by supplying this information. 








JOHN WERNER & SONS, INC. 


713-729 Lake Avenue 


Rochester 13, N. Y. 
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ZlechionikK 
Tl-POINT RECORDERS 
help LOFT 


“KEEP AN EYE’ON 
TEMPERATURE and HUMIDITY 














"Tansee ElectroniK Recorders are doing a sweet job 
... keeping a constant check on the air conditioning at 
the newly modernized Loft plant. 

One keeps an accurate record of temperatures . . . 
the other, humidities . . . at the many vital locations 
throughout the plant judged most important by Loft. 

Extremely sensitive bulbs and humidistats feed di- 
rectly into the electronic circuits of the potentiometers 
... there’s no lag, no mistake. The engineers know con- 
ditions at any location, at any time, without taking a 
single step . . . and the permanent strip-chart record 
goes into the file for future reference and guidance. 

Loft saves time, money and materials . . . and so can 
you! Call in your local Brown engineer, today . . . for a 
discussion of Brown instrumentation for your air con- 
ditioning. 





RAW CHOCOLATE STORAGE 
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MINNEAPOLIS-HONEYWELL REGULATOR CO. 
BROWN INSTRUMENTS DIVISION 
4495 Wayne Ave., Philadelphia 44, Pa. 


Offices in principal cities of the United States, Canada and throughout the world 
Honevwell one ‘ Ha bah fe 
ron E , — 
H D INDUSTRY 7 
: ene , BROWN 
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Puerto Rican raw sugars. As of July 31, 1949, govern- 
ment statistics showed that only about 366,000 tons of 
the Cuban and 306,000 tons of the Puerto Rican raw 
sugar quotas remained to be filled. In contrast, about 
680,000 tons of the Hawaiian quota remained. 

Although sugar deliveries recently have about equalled 
the 1948 figures from January 1 to date, real sugar de- 
mand is somewhat below 1948 levels. Early in 1948 
household consumers were using up sugar which they had 
purchased late in 1947, so that 1948 deliveries were less 
than the real rate of consumption. In 1949 this was not 
the case. Deliveries and demand have been about the 
same. Since the business recession has not been severe, 
demand has held up well. The indications so far this 
year are that total 1949 deliveries may be slightly greater 
than the current quota of 7,250,000 tons. The excess can 
be provided by either some reduction in carryover or an 
increase in the sugar quota, or a combination of both. 
There is enough sugar in Cuba and Puerto Rico to meet 
any normally expected increase in requirements this 
year. If it is needed, government officials in Washington, 
in administering the Sugar Act, will make such changes in 
the sugar quotas, as are required by law, to permit the 
Cuban and Puerto Rican raw sugars to enter the conti- 
nental United States. 





Oct. 


4-6—Industrial Packaging and Materials 


Handling Exposition, 
Convention Hall, Detroit. 


Oct. 
Oct. 


10-11—Boston Conference on Distribution, Hotel Statler, Boston. 


10-12—Ass’n. of Official Agricultural Chemists, Shoreham Hotel, 
Washington, D. C 


Oct. 15— Badger Candy Club, 2nd Annual Dinner Dance, Hotel Pfister, 
Milwaukee. 


Oct. 17-19—National Pest Control Ass’n., Biltmore Hotel, Los Angeles. 


Oct. 20-22—International Ass’n. of Milk and Food Sanitarians, Desch- 
ler-Wallick Hotel, Columbus, Ohio. 


Oct. 24-26—Packaging Institute (Annual Forum), Commodore Hotel, 
New York. 

Oct. 24-26—Fifth Annual Popcorn Industries Convention and Exposi- 
tion, Palmer House, Chicago. 

Oct. 24-28—National Safety Congress Convention & Exposition, Stev- 
ens Hotel, Chicago. 

Nov. 1-5—Pacific Chemical Exposition, Civic Auditorium, San Fran- 


cisco. 


Nov. 14-16—Grocery Manufacturers of America, Waldorf-Astoria, New 
York. 


Nov. 16-17—Tenth Annual meeting of American Fair Trade Council, 
Waldorf-Astoria, New York. 

Nov. 27-30—National Automatic Merchandising Association Exhibit 
and Convention, Atlantic City. 


Nov. 28-Dec. 


Armory, 


2—Building & Factory 
New York City. 


Maintenance Exposition, T7ist 


Nov. 28-Dec. 3—Chemical Industries Exposition, Grand Central Palace, 
New York City. 


Dec. 8-10—Western Confectionery Salesmen’s Ass’n. Convention, Con- 


gress Hotel, Chicago. 
Jan. 16-19—Plant Maintenance Show, Auditorium, Cleveland, Ohio. 
Mar. 28-31—National Plastics Exposition, Navy Pier, Chicago. 


Apr. 27-28—Pennsylvania Manufacturing Confectioners’ Ass’n 4th An- 
ual Production Conference, Lehigh University, Bethlehem, Penna. 


May 31-June 3—National Candy Wholesalers’ Ass’n 5th Annual Con- 
vention and Exposition, Commodore Hotel, New York (tentative). 


June 4-9—National Confectioners Ass’n., 67th Annual Convention and 


24th Confectionery Industries Exposition, Waldorf-Astoria and 
Grand Central Palace, New York. 
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Ideal lor 


THE PENETRATING 


| New York» Boston * Philadelphia * Washington * Cleveland 
‘ ~  $& Lewis * Heuston * San Francisco * Los Angeles * 
es ‘Dew Chemica! of Conada, United, Terente, Connde 
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Dow Methyl Bromide 


FUMIGANT 


THE bow CHEMICAL COMPANY + MIDLAND, MICHIGAN 
* Detot * Chicago 


Vault Fumigation 


Dow Methyl Bromide is especially well 
adapted to vault fumigation because of 
its ease of application, low cost, and, 
above all, its power to penetrate to the 
centers of bagged and packaged mate- 
rials. It has successfully fumigated stor- 
ages containing nutmeats, cocoanut, milk, 
butter, cocoa beans, sugar, flour and many 
other products. When properly applied, 
it leaves no residual tastes or odors in most 
foodstuffs treated. 





Forget about costly pumps, pipes and 
equipment! A simple applicator on the 
vault wall permits Methyl Bromide to 
enter the vault from the outside—directly 
from the container. Then it goes to work 
to accomplish a speedy, thorough kill of 
insects in all stages. Its rapid diffusion 
rate permits quick, easy venting and 
the immediate return of your stock to 
regular use. 








| For full information and for the name | 
| of a reliable operator in your vicinity | 
| specializing in this type of fumigation 
service, write our Fumigant Division. 


CHEMICALS INDISPENSABLE 


TO INDUSTRY AND AGRICULTURE 
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A Proritt-Payinc INVESTMENT... 
THE SAVAGE CONTINUOUS CANDY CUTTER 


(Brach Patent) 







Floor Space, THE FIRST 
Shipping COST IS THE 
1200 hee LAST COST 


No additional chains to make 
different shapes--changes from 
one style to another instantly. 


Without any adjustment or change the Savage 
Continuous Candy Cutter will cut any Pillow 
shaped goods, Chips, Straws or Waffles— 
either hard or soft centers—and cuts any 
width or thickness from the thinnest straws 
to 3% inch, and from % to 114 inches in length. 


1. BABY KISSES—any small piece %-inch 
long and up to 34-inch wide—are cut on 
this series of knives. 


2. PILLOWS, CHIPS, STRAWS—%-inch 
long and % to 1% inches wide—are cut 
by this set of knives. 


3. STRAWS, CHIPS, PILLOWS—1™% 
inches long and % to 1% inches wide— 
are cut on this series of knives. 


4. WAFFLES—%-inch long and up to %- 


inch in width—are cut and stamped with 
this series of knives. 


5. THE GUIDE— illustrated separately to 
the left, has two peculiarly shaped knurls 
THE GUIDE —the only which may be so turned and separated as 


art of the entire ma < | to regulate the batch to any width from 
Pp a — 





2 Lg to 134 inches as desired. Adjustments 
chine that is changed. are made by simple thumb screws. An 


experienced operator can feed the ma- 
chine without using the guide. 











High Speed--No Delays-- Perfect Cutting--No Waste-- 
Increased Output Reduces Cost 
(Also sold without conveyor:) Since 1855 


SAVAGE BROS. CO. 


Over 93 Years Manufacturing Quality Food Equipment 
2638 GLADYS AVE. CHICAGO 12, ILL. 
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Bar Goods, Miscellaneous Candies 


Chocolate Coated Coconut Bar 


ANALYSIS: Purchased at a Chicago 
railway station candy stand, 114 
ounces for 5 cents. Glassine wrapper 
printed in yellow, brown. and red. 
Appearance of bar is good. Coating, 
center, and taste are fair. 

REMARKS: Quality of bar is not 
up to standard of some other coconut 
bars on the market today. Code 
10A49 


Sour Balls 


ANALYsIS: Purchased at Chicago 
railway station 17/16 ounces for 5 
cents. Container is folding box 
printed in blue. Imprint of balls 
in color; cellulose wrapper; inside 
wax liner. Appearance of package 
good. Size good. The balls colors 
and texture are good; flavor fair. 

REMARKS: Flavors are not up to 
standard used in hard candy. Suggest 
a better grade of flavor be used. Code 
10B49. 


Chocolate Coated 
Peppermint Pattie 


ANALYSIS: Purchased at a Chicago 
railway depot, 134 ounces for 5 cents. 
Pattie has a glassine wrapper printed 
in blue, silver red, and white. Appear- 
ance and size of pattie are good. Coat- 
ing, center, and flavor are fair. 

REMARKS: Pattie is not up to the 
quality of some of the other pepper- 
mint patties on the market. Code 


10C49. 
Pecan Roll 


ANALYSIS: Purchased in a Chicago 
railroad station, 13g ounces for 10 
cents. Appearance of roll is good. 
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Wrapper is of cellulose printed in 
gold and red. Carmel coating, pecans, 
center, and taste are good. 
REMARKS: One of the best pecan 
pieces we have examined this year. 


Code 10D49. 


Hard Candy Sticks 


ANALYSIS: Purchased in a Chicago 
variety store, 2 ounces for 5 cents. 
Appearance of package good. Package 
consists of 10 sticks, cellulose 
wrapped. Silver paste on seal printed 
in blue. Color, stripes, and texture are 
good. Flavor is lacking. 

REMARKS: A well made hard candy 
but lacking flavor. The Clinic sug- 
gests again as much flavor be used. 


Code 10E49. 


Candy Corn 


ANALYSIS: Purchased at a Chicago 
railroad station candy stand, 1% 
ounces for 5 cents. Container is fold- 
ing box printed in blue, red, and 
white, with cellulose window. Ap- 
pearance and size of package is good. 
The corns color, texture and taste 
are good. 

REMARKS: The best 5 cent package 
of this type confection we have ex- 
amined this year. Neat and attractive 
box for this price candy. Code 10F 49. 





Milk Chocolate Coated 
Light Chocolate Nougat Bar 


ANALYSIS: Purchased in a Chicago 
variety store, 2 ounces, 3 for 12 cents. 
Wrapper of glassine printed in red 
and blue. Appearance and size of bar, 
good. Milk chocolate coating good. 
Center’s color, texture, and taste are 
good. 
REMARKS: The best bar of this kind 


we have examined this year. Code 
10H49. 


Orange Gums 


ANALYsIS: Purchased in a Chicago 
variety store at, 2 ounces, 3 for 12 
cents. Appearance of package is good. 
Container is a board boat, wrapped in 
cellulose printed in red, yellow, and 
brown. Package contains five pieces. 
The orange gums’ colors, texture, 
flavor, and sugaring are good. 

REMARKS: A well made orange 
gum. One of the best we have ex- 
amined this year. Code 10/49. 





Coconut Bar 


ANALYSIS: Purchased in a Chicago 
railroad depot, 134 ounces for 5 cents. 
Appearance and size of bar are good. 
Wrapper is of cellulose printed in 
silver and blue. The bars color, tex- 
ture, and taste are good. 

REMARKS: Suggest coconut be 
soaked in a hot invert syrup as co- 
conut was dry and hard. Code 10M49. 





Krackel Milk Chocolate Bar 


ANALYSIS: Purchased in a Chicago 
railroad station, 1 ounce for 6 cents. 
Wrapper consists of paper band print- 
ed in yellow, brown, and white. In- 
side white paper wrapper. The ap- 
pearance and size of bar are good. 
The bars color, texture, and taste are 
good. 

REMARKS: One of the best choco- 
late bars of this kind we have ex- 
amined this year. Code 10N49. 





Milk Chocolate Crunch Bar 


ANALYsIS: Purchased in a Chicago 
chain variety store, 1 ounce, 3 for 12 
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cents. Wrapper of cellulose, band 
printed in red white and blue, with 
inside foil wrapper. Appearance and 
size of bar good. The bars choco- 
late, texture, and taste are good. 
REMARKS: The best bar of this kind 
the Clinic has examined this year. 


Code 10049. 


Lemon Drops 

ANALYSIS: Purchased in a Chicago 
railroad station, 144 ounces for 5 
cents. Package is folding box printed 
in dark green and white. Imprint of 
drops, lemon shaped, in yellow. Cellu- 
lose wrapper, inside wax liner. Ap- 
pearance and size of package good. 
The drops color, texture, and flavor 
are good. 

REMARKS: The best drop of this 
kind we have examined this year A 
good lemon flavor. Code 10U49. 





Chocolate Coated 
Cream Peppermint Bar 


ANALYSIS: Purchased in a Chicago 
drug store, 2 pieces, 144 ounces for 
5 cents. Appearance and size of bar 
good. Paper backed foil wrapper 
printed in green, red, and white. Coat- 


ing is good. The centers color and 
flavor are good but texture is dry and 
hard. 

REMARKS: Suggest formula for cen- 
ter be checked as it isn’t a good 
cream. Code 10Z49. 





Almond Nougat Bar 


ANALYSIS: Purchased in a Chicago 
drug store, 144 ounces for 10 cents. 
Appearance of bar is good. Cellu- 
lose wrapper printed in blue and 
green. Bar is small for a ten cent 
seller. Color, texture and taste are 
good. 

REMARKS: The best bar of this 
kind we have examined this year. 
Highly priced at 10 cents. Code 
104A A49. 


Assorted Chocolates 


ANALYSIS: Appearance of package 
is good. Purchased in a Ban Francisco 
drugstore for 97 cents the pound box. 
Container is one-layer type, exten- 
sion top and bottom; wood grain pa- 
per in brown and green; name em- 
bossed in green and gold on brown 
and black; wrapped in cellulose. Ap- 
pearance of box on opening is good. 


Number of pieces: 16 dark coated, 
13 light coated, 1 foiled piece and 2 
Jordan almonds. Light and dark 
coatings are good in colors; fair in 
gloss, strings, and taste. Dark coated 
centers are fair in lemon cream, nou- 
gat, and maple cream; orange cream 
lacks flavor; chocolate caramel has 
a scrap taste; unidentifiable flavor 
in white cream. Light coated centers: 
Fair in lemon cream, maple cream, 
peppermint cream, and nougat; flavor 
lacking in orange cream, unidentifi- 
able flavor in pink cream. Assort- 
ment is poor. 

REMARKS: Box is attractive. Qual- 
ity of centers is not up to the stand- 
ard of this priced candy: Very poor 
coating, poor flavors, bad dippping, 
and low-quality cream centers. As- 
sortment contains entirely too many 
creams. The Clinic has examined 
better chocolates from 80 to 95 cents 
the pound. Code 4M49, 





Assorted Marshmallows 


ANALYSIS: Purchased in a chain 
grocery, in San Francisco, at 6 
ounces for 10 cents. Container is 
cellulose bag printed in red and 
white. Appearance of package is 








Branches and Sales Offices in: 
New York ® Boston ® Chicago 
Los Angeles ® Philadelphia 
Seattle @ Salt Lake City 
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SMOOTH 


tit ta 


Velvety smoothness and fine texture are of 
utmost importance in chocolate coatings. 
Merckens Fondant Process Chocolate gives 
you a coating worthy of your fine centers. 





MERCKENS CHOCOLATE CO. INC. 


Seventh and Jersey Streets, Buffalo, New York 


THE MANUFACTURING CONFECTIONER 








ie tt et eee ie es mimeo O2-.-lUrk lhUvhlClCU i _— i 1) CU ee ee ee | | 


—— - aeen i oe- n f 











good. Colors, texture, and flavors of 
marshmallows are good. 

REMARKS: One of the best marsh- 
mallows the Clinic has examined this 
year. Cheaply priced at 10 cents for 
6 ounces. Code 8/49. 





Chocolate Covered Caramels 


ANALYSIS: Purchased in a Chi- 
cago railway depot, 6 ounces for 49 
cents. Appearance of oblong box, 
telescope type, printed in green, yel- 
low, white, and red is good. On open- 
ing box of 18 pieces, appearance 
is good. Color, gloss, and taste of 
dark coatings are good; strings are 
fair. Color, texture, and taste of 
centers are good. 

REMARKS: A good eating chocolate 
coated caramel but highly priced at 
6 ounces for 49 cents. Code 6E49. 





Sugar Waters 


ANALYSIS: Purchased in a Chicago 
chain drug store, 8 ounces for 23 
cents. Container is white folding rec- 
tangular shaped box with cellulose 
window; box printed in green. Ap- 
pearance of package is good. Size 
good. Wafers colors, texture, and 
flavors are good. Gloss is very good. 

REMARKS: Best wafers of this kind 


we have examined in some time. Code | 


10G49. 


Iced Maple Nut Piece 


ANALYSIS: Purchased in Chicago, 
at 8 ounces for 23 cents. Packaged 
in a cellulose bag, paper clip on top 
printed in red and black. The appear- 
ance and size of package are good. 
Piece has good color and good jacket. 
Center is hard candy. Color and tex- 
ure are good. Flavor, fair. 

REMARKS: A good eating piece but 
suggest a better grade of maple flavor 
be used. Code 10R49. 


Sugar Coated Cream Mints 


ANALYSIS: Purchased in a San Fran- 
cisco store. 8 ounces for 75 cents. 
Package consists of box, one layer 
type, foil top printed in blue, pink, 
and silver. Name embossed in silver. 
Cellulose wrapper. Appearance of 
package on opening good. Mint coat- 
ing, grease sugar, fair. Color good. 
Gloss none. The centers color and 
texture are good, flavor fair. 

REMARKS: Box is highly priced at 
75 cents for a half pound. Coating 
is not up to standard and pieces were 
wet on the bottom. Suggest a better 
grade of mint flavor be used. This 
type of coating*is used mostly on 
low price candies. Code 10S49. 
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Have You Examined 





_= Daco Fresh 


Cocoanut 
Flavor? 


Do you use fresh grated coconut? Are 
you able to get your product to the con- 
sumer twenty-four hours after it is 
made? If not—then you have lost that 
delicate, delicious coconut tang. 


DACO FRESH COCOANUT FLAVOR 
will restore that desirable, natural fruit- 
iness. Just a little does the trick. 


Vanillas tend to flatten the taste of 
coconut. They emphasize the strawlike, 
tasteless character. Only fine, true-to- 
‘type flavors like Daco Fresh Cocoanut 
Flavor or Daco Cocoanut Delight can 
bring out the live, fresh flavor. Both of 
these products are imitations that will 
not spoil or turn rancid. 





RIBBONS 


AA 
oOIres 


rain + Rib-o 





VTA A 


RC Tart Co 
coi 


~ 


AVIS & COMPANY 


CLEVELAND 13, QHIOaO 














| 9,590 


Volume Buyers 
Read 


CANDY 
MERCHANDISING 


For Advertising Rates, write 
CANDY MERCHANDISING 
9 S. Clinton St., Chicago 6, Ill. 
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A standard of quality for 68 years 


HUBINGER 


BRAND 





CONFECTIONERS’ CORN SYRUP 
THIN BOILING STARCHES 
and MOULDING STARCH 


¢ S?RING WATER WHITE 
* ABSOLUTE PURITY and CLARITY 
¢ HAS SNAP . .. HAS SPARKLE 


Now available 
for Shipment in Tank Cars 
or Tank Wagons 


THE HUBINGER CO. 


| KEOKUK, IOWA Est. 1881 








Manufacturers 


Are you looking for an experienced 
salesman? We can put you in touch 
with experienced candy salesmen and 
candy brokers covering practically 
every territory in the United States. 


WESTERN CONFECTIONERY 


SALESMEN’S ASSOCIATION 
36 E. Highland Ave. Villa Park, Il. 














Max M. Leon and Morris 


@ Candymakers, Inc.: 
Soble have acquired the property and assets of 


Candymakers, Inc., 3723 Walnut Street, Philadel- 
phia, manufacturers of Babara Waldron chocolates. 
The reorganized firm will temporarily trade under 
the name of LESO. Plans are to manufacture high 
grade assorted chocolates, including fruits and nuts, 
and full Christmas and Easter lines. Also a 5-lb. 
bulk line and retail numbers. 


@ Melster Candies, Inc.: After the usual Summier 
shut-down on production of Melster’s chocolate 
coated creme bar, Melster “Cherrie”, it is again in 
full scale production. The Melster “Cherrie” has 
earned the right to carry the Guaranty Seal of 
Good House-Keeping Magazine on its wraps and 
packages, as well as in the advertising of this prod- 
uct, it is also reported. 


@ Ford Hopkins Co.: The Ford Hopkins Co., Chi- 
cago, announced the appointment of George J. 
Klumpp as buyer of candy, cigars, and liquor for 
the company’s drug store chain. 


@ Switzer’s Licorice Co.: With the theme “Every- 
body loves Switzer’s Old Fashioned Licorice” a 
new car card campaign has started in the Chicago 
market for Switzer’s Licorice Co., St. Louis. Win- 
dow streamer reproductions of the car card will be 
used at point of sale in grocery, drug and candy 
outlets. 


@ Necco: The New England Confectionery Co., 
Cambridge, Mass., offers a new counter unit for 
retail stores. Designed to hold all the items in the 
Necco 5-cent line, it consists of a heavy nine-color 
lithographed cardboard stand packed free with one 
24-count box of each of the 12 items. 


@ Doran Nut Sales Co.: Alma Doran, owner of the 
Doran Nut Sales Co., Denver, announced recently 
that Charles A. Mcfadden has become the General 
Manager of that company. 


® Schrafft’s: In line with its current campaign to 
reach new and broader sections of the metropolitan 
New York market, the Frank G. Shattuck Co., 
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which owns and operates the Schrafft’s Restau- 
rants, has signed with WNEW to sponsor three 
15-minute periods of Martin Block’s “Make Believe 
Ballroom,” starting October 3. 


@ Spangler Candy Co.: Spangler announces that 
their line will be carried in the New England area 
of Maine, Vermont, New Hampshire, Massachu- 





THIS VIEW of the Spangler company’s latest addition shows the 
modern, air-conditioned storage, warehouse and shipping section 
of their manufacturing plant. 


setts, Rhode Island, and Connecticut by the Blu- 
menthal Brothers. 

The firm also announces a new 5-cent bar in the 
vending machine field. The “Maple Flavored Sugar 
Cake” bar is 4 inches long by 1% inches wide and 
has a net weight of 134 ounces. 


@ Curtiss Candy Co.: An article on President Otto 
Schnering and Curtiss Candy Co. appeared in the 
August 22 issue of Time. The article tells how Mr. 
Schnering built his business from a kitchen stove 
candy business to an enterprise that now sells $1.1 
million in candy weekly and also describes the 
operation of the Curtiss farms and Mr. Schnering’s 
plans to launch the first big scale nationwide sys- 
tem of breeding cattle by artificial insemination. 


© Loft Candy Corp.: Several hundred striking em- 
ployees of the Loft Candy Corp., after a unani- 
mous vote have returned to work. The workers, 
members of Local 550, Candy and Confectionery 
Workers, A.F. of L. accepted a contract that included 
a general wage increase of 7 cents an hour, hospital- 
ization insurance to be paid by the company, a wel- 
fare fund, time and a half after eight hours work, 
and double time for Sunday work. The contract 
also stated that the wage issue could be reopened 
on June 30, 1950. 


@ American Ass’n. of Candy Technologists: On 
September 27, the Philadelphia group of the AACT 
was scheduled to hold its first meeting at the Dairy 
Maid Restaurant, in Philadelphia. Edward W. 





Meeker, technical sales representative of the Ameri- 
can Sugar Refining Co.; James A. King, of the Nu- 
lomoline Co.; and a representative of the Minneap- 
olis-Honeywell Regulator Company were to give 
talks. A local group of the organization was to be 
formed and a chairman and secretary were to be ap- 
pointed. 


© Robert Winston, Inc.: A charter of incorporation 
has been filed with the corporation department of 
the Secretary of States office in Dover, Del., by 
Robert Winston, Inc., confectioner. The firm's cap- 
ital was listed at 200 shares of stock, no par value. 


@ Emporium Holds Candy Fair Week: The week 
of October 3 to 8 will be Candy Fair Week at The 
Emporium, San Francisco. Thirty-two manufactur- 
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when nothing but the finest COFFEE will do 


AMERICAN FOOD LABORATORIES, INC. 
860 ATLANTIC AVENUE, BROOKLYN 17, NEW YORK 


FLAVOR, IT’S FLAVOR-MAKING EXPERIENCE THAT COUNTS! 
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LAMONT, CORLISS & CO. 
60 Hudson St., New York 13, N. Y. Branches in Principal Cities 





ers will exhibit their products in special displays and 
small booths. Several large window displays will 
also be a feature of the exhibit. A candy queen will 
be crowned according to plans by Edith Kollbeck, 
buyer and manager of the candy department. 


© Dryden & Palmer, Inc.: A new 25-cent carton 
rock candy has been anounced by Dryden & Palmer, 
Inc., 43-44 21st St., Long Island City 1, N. Y. It 
is packed 6 ozs. white rock candy to a carton, 12 
cartons to twin display box. 


@ Centrokomise New Offices: A. B. Strenger, rep- 
resenting Centrokomise European Candy & Con- 
fections Manufacturing, Ltd., has leased offices and 
showrooms at 229 4th Avenue, New York. 


@ Dairyland Candy Co.: The assets of the Dairy- 
land Candy Co. of Milwaukee, were sold by the 
trustees for the creditors, and purchased by the 
Milton Investment Company.at an auction. The 
Milton Investment Co. plans to find.some one who 
will rent the space and either rent or buy the equip- 
ment. If such a deal is not consumated then the 
equipment will probably be sold “piecemeal” at a 
public auction. 


@ Mrs. Harry Kazanjian: Mrs. Elizabeth Apo- 
shian Kazanjian, 60, wife of Harry Kazanjian, one 
of the founders of Peter Paul Inc., died recently. 
She was born in Asia Minor and came to the U. S. 
inl922. Besides her husband, a son, a daughter, a 


brother, and a sister, survive. 


© Mrs. Matteo Margarella: Mrs. Maria Romano 
Margarella, 94, widow of the late Mateo Margarella, 
confectioner, died at the home of her son, Pasquale 
Margarella. Surviving, besides her son, who is 
owner of the P. Margarella Candy Company, 477 
Broome St., New York, are a granddaughter and 
a great granddaughter. 


®@ Anello Pagano: Vice-president and general man- 
ager of the Ferrara Candy Co., Inc., Anello Pagano 
died recently. Mr. Pagano had been associated with 
the Ferrara Candy Co. in Chicago in an official 
capacity since 1920, and had been an officer of the 
firm since 1925. He was 47 years old. Surviving are 
his widow, two daughters, and two sons. 


@ Thomas Emmet O’Neill: Thomas Emmet 
O'Neill, Chicago food broker, passed away recently. 
Surviving are his wife, his mother, three sons, a 
daughter, four brothers, and two sisters. 





Dairy Products Make Candy 


@ Sweetened Skimmed Condensed Milk 
@ Non-fat Dry Milk Solids 


@ Whole Milk Powder 


a Better Food! 


We can vary the specifications of these 
products to meet your special re- 
quirement. 


(26% or 28% Butterfat) 


@ Sweetened Whole Condensed Milk 


(8%% Butterfat) 


500 Fifth Avenue 
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@ Chas. Pfizer & Co., Inc.: John E. McKeen was 
elected president ; John L. Smith, former president, 
will become chairman of the board, replacing 
George A. Anderson, who will remain as a director. 
Maynard E. Simond, who resigned as president of 
F. Eberstadt & Co., Inc., has been elected chair- 
man of the executive committee. John L. Daven- 
port was made executive vice president, and Her- 
man A. Poitras, vice president in charge of produc- 
tion. Allen J. Greene was appointed general pro- 
duction manager. Albert A. Teeter retired as a 
director after 34 years with the company. He will 
be succeeded to the board by Jasper H. Kane, di- 
rector of biochemical research. 

One hundred years ago, in 1849, Charles Pfizer 
and Charles F. Erhart formed a partnership which 
has grown to the status of one of the leading man- 
ufacturing chemists in the country. Manufacturing 
facilities have expanded continuously over the 
years and today Chas. Pfizer & Co., Inc., has four 
large modern plants at Brooklyn, N. Y., Terre 
Haute, Ind., Maywood, N. J., and Groton, Conn. 
On the cover of this issue of THE MANUFAC- 
TURING CONFECTIONER is a photo showing 
part of a battery of vacuum crystalizers in the 
Pfizer citric acid plant. 


@ Clinton Industries Inc.: Appointment of Don 
Buhrer as manager of New York sales of primary 


bulk products of Clinton Industries, is announced 
by Carl Whiteman, vice-president in charge of sales 
and advertising. Mr. Buhrer’s headquarters will be 
at the Clinton Sales Co., 120 Wall Street, New York 
a, H..%. 


DR. R. R. FULTON. has 
been appointed food tech- 
nologist of Magnus, Ma- 
bee & Reynard, Inc., it is 
announced by Arthur H. 
Downey. director of re- 
search and technology. 
and assistant vice presi- 
dent. Dr. Fulton will travel 
extensively making con- 
tact in the field and pro- 
viding the benefit of his 
experience at the point of 
production. 





@ Durkee Famous Foods: Addition of Harry M. 
Swetman and Paul G. Pfrommer to the sales force 
of Durkee Famous Foods’ Iron Street Division in 
Chicago, is announced by William H. Wunluck, 
sales manager of the bakery division. 


@ A. E. Staley Manufacturing Co.: Construction of 
a new soybean oil extraction plant was to be started 
in Decatur about September 15 by A. E. Staley 
Manufacturing Co., as part of a program for mod- 













Any way you look at it... 


PURITOSE® Corn Syrup unmixed is your best bet for finer 
quality, improved taste and longer shelf life. PURITOSE, a highly 
refined corn syrup, helps to create increased consumer preference 


for your products. 


For advice and suggestions on the profitable use of PURITOSE, 
consult, without obligation, our Technical Sales Department. 
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17 BATTERY PLACE . 


NEW YORK 4, N. Y. 


page 61 








ITO Airs 
Coatings 


4 
UY 


a £200 £08 TH etre 


OLATE 





OMPANY 











ernizing its processing facilities. The building is 
scheduled to be completed next July. 


@ Wilbur-Suchard Chocolate Co., Inc.: John A. 
Wood has been appointed vice-president and di- 
rector of sales, it is announced by Walter H. Mann, 


JOHN A. WOOD has been 
app | vice-p 4 4 
and director of sales of 
the Wilbur-Suchard Choco- 
late Co., Inc.. Walter H. 
Mann announces. In addi- 
tion to supervision of the 
company’s sales pregram. 
Mr. Wood will also be in 
charge of advertising. 








president. Mr. Wood also will be-in charge of ad- 
vertising. He was formerly sales manager of the 
package division of American Molasses Co. in New 


York. 


@ Wood & Selick, Inc.: Appointment of Wood & 
Selick, New York, as distributors of “Buy-Vue” 
candy displays is announced by David A. Kay, man- 
ager of the firm’s equipment division and President 
K. A. Krentel of Metal Displays Co., manufacturer 
of the displays. 


@ Flavoring Extract Manufacturers’ Ass’n: The 
“Scientific Research Committee” of the FEMA of 
the U. S. held its first meeting of the new fiscal 
year at the Lake Shore Athletic Club, Chicago, re- 
cently. 


@ Hershey Chocolate Corp.: The first sharp reversal 
in the trend of Summer business in a number of 
years has been experienced by the Hershey Choco- 
late Corp., it is reported. Gross volume for the June 
quarter was $26,326,688, a drop of 36.6 per cent from 
the like quarter of 1948. Hershey’s first-half busi- 
ness slipped 17.5 percent from that of a year ago. 
The first quarter of 1949 had showed a slight gain. 
Earnings for the second quarter and for the first 
half year were considerably ahead of the like periods 


RILEY M. OWENS has 
joined the Anheuser-Busch 
Corn Products Department 
in the capacity of general 
representative, according 
to Arthur C. Mohr, sales 
manager of this division. 
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in 1948, however. Prices of cocoa have been de- 
clining steadily over the past 15 months, thus pro- 
ducing a better margin of profit for chocolate 
makers. 





CLINTON INDUSTRIES is host to Chicago Candy Production Club. 
Members of the club attending were: H. G. Aylesworth, S. S. 
Bernheim, J. E. Clarke, E. L. Fernald, A. Fisher, F. Glenn, G. P. 
Goebel, G. F. Heath. Edward Heinz, E. Holmes, J. Johnson, W. 
Krafft, W. K. Larsen, G. L. Latten, C. E. Michaelson, R. N. 
Rolleston, P. Semrad, Ed. Sinclair, F. H. Streit, J. Sullivan, G. C. 
Wardrip, W. Whitehead. H. J. Wiswell. They are shown above 
aboard Clintons’ houseboat “Idler” for their annual two day 
fun-filled meeting. 


@ Walter Baker: Edward S. Murray of Cross and 
Murray, Minneapolis food brokerage, has been ap- 
pointed representative for Walter Baker chocolate 
products in the Minneapolis and St. Paul areas. 
Fred W. Pierce has been appointed direct factory 
representative for the Walter Baker Division of 
General Foods in the southern Michigan territory, 
with headquarters in Detroit. 
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CONCENTRATED APPLE JUICE 


@ Glidden Co.: Earl F. Riter is named administra- 
tive assistant to Ralph G. Golseth, vice-president 
in charge of the Glidden Soya Products Div., Chi- 


cago. 


HAROLD HARVEY, divi- 
sional sales manager for 
the bulk products of Pen- 
ick & Ford, Ltd., Inc., in 
Ohio, Pennsylvania, and 
Northwestern New York is 
transferred to the larger 
territory covering Califor- 
nia, Nevada, Idaho, Arizo- 
na, Washington, and Ore- 
gon, it is announced. 





@ N. V. Chemische Fabriek “Naarden”: At the 
last meeting of shareholders, W. A. Van Dorp, Jr. 
was appointed managing director and J. T. Schoen- 
makers assistant director of the Co. The N. V. 
Chemische Fabriek “Naarden” of Naarden (Hol- 
land) has again extended its foreign activities 
by founding a branch in Oslo, Norway. “Naarden” 
now has six foreign subsidiary companies, one 
in each of the following locations, Batavia, Brus- 
sel, Bombay, Buenos Aires, Oslo, and Stockholm. 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


tor CONFECTIONERS 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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SEALED AUTOMATICALLY 
IN THE WRAPPING PROCESS 


Here’s today’s big candy wrapping news. Our 
popular Model FA machine can now be equipped 
with a unit which applies easily detachable price medal- 
lions to candy wrappers during the wrapping process. 

Medallions can be perforated lengthwise. Glue is applied to the 
upper half only, permitting the lower half of medallion, in which 
price appears, to be torn off when package is to be used as a gift. Un- 
perforated medallions may also be used. In this case the machine 
makes only a partial seal, permitting complete removal. 

Supervision is extremely simple—medallions are merely fed into 
a magazine, and from there on the process is automatic. 

Medallions may be attached to the top of package in virtually any 
desired location. Minimum dimensions—34” by 13¢”. Larger size 
medallions can also be accommodated. However, different sizes are 
not interchangeable on any given unit. 

This new development adds to the broad versatility of the Model 
FA—a machine that can wrap cartons, extension edge boxes, open 
boats or candy on cards at the cost-cutting speed of 100 per minute. 


Get complete facts from our nearest office. Write or phone today. 


PACKAGE 


NEW YORK CHICAGO 


MACH | N E RY COM PANY DENVER LOS ANGELES 










Russell Stover Candies of 
Lincoln, Neb.—showing 
smart, brown-and-gold 
price medallion automati- 
cally attached in the wrap- 
ping process by our Model 
FA machine. 





MODEL FA 
Most widely used of all wrapping machines. 
Adjustable for many package sizes. 


BOSTON CLEVELAND ATLANTA DALLAS 
SAN FRANCISCO SEATTLE TORONTO MEXICO, D. F. 





SPRINGFIELD 7, MASSACHUSETTS 
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by JAMES G. MC KAY 
Kiwi Coders Corp., Chicago 


OR MANY YEARS it has been customary for food manu- 
lesb to code date their products. To most of us the 
reason for code dating is very obvious. However, it is sur- 
prising upon investigation to learn that the individuals in 
departments of many companies are not aware of the im- 
portance of coding their products and the reasons for 
doing so. 

Good stock identification and rotation should be con- 
sidered of great importance by the following in the manu- 
facture and distribution of perishable merchandise: 

Production Superintendent 

Packing Foreman 

Shipping Department—Order Filling 
Factory Warehouse 

Branch Warehouse 

Sales Department—Sales Manager 
Field Sales Supervisor 

Salesman 

Retailer 

Consumer 

We believe everyone will agree that perishable mer- 
chandise should arrive in the hands of the consumer just 
as soon after production as possible. It is, therefore, neces- 
sary for those in charge of production schedules to not 
overrun any items and at the same time not run short of 
items, as back orders are one form of undesirable sales 
resistance. 

At times products are unintentionally overrun by the 
production department, sometimes due to the lack of sales 
or sometimes due to over-enthusiasm on the part of 
branch managers who at times order more than their 
normal requirements. 

The perpetual inventory system used by many com- 
panies today has eliminated the direct inventory. In many 
cases this is not good. With a direct system of inventory 
the code date of the product can be recorded as well as the 
quantity of the item. We are inclined to believe that this 
is necessary with many food items because of chance of 
failure to rotate the stock properly by order pickers. 
Great savings through distribution of fresher merchandise 
can be the result of weekly check of all code dates of all 
perishable items in factory warehouses and branch ware- 
houses. 

The writer recalls an instance where a branch ware- 
house manager asked to be excused from rendering a 
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direct inventory once a week. The agent in charge of this 
branch was a good fellow who did not mean any harm, 
in fact he thought he was saving time and expense. One 
of the items he was carrying, which happened to be quite 
perishable, was not moving fast enough so that it would 
all be sold before it became stale. A considerable quan- 
tity of this item was involved, in fact, approximately half 
a carload, In this case the item soured and had to be dis- 
posed of as hog food. 

This example was used to good advantage by his com- 
pany to point out to those responsible for stocks of perish- 
able merchandise that a direct record of all items once a 
week, consisting of the quantity and the code, could be 
responsible for the saving of many thousands of dollars 
over a short period of time. 

In the case of the above item, loss due to the last few 
shipments of the item to the stores could not be deter- 
mined, inasmuch as some of it certainly must have gotten 
into the consumer’s hands creating dissatisfaction, the 
cost of which could not be measured. 

It would seem that the quicker the turn-over the less 
sales resistance, relieving the salesman of the loss of time 
involved in making explanations to the retailer, and also 
allowing him time to visit more customers. 

Pickups, returns, or exchanges due to old merchandise 
are a direct and unnecessary expense if due to carelessness 
in stock rotation. 

The company itself is interested in control of its prod- 
ucts from raw material to consumer. Proper rotation of 
raw materials is also necessary to uniform production 
and quality control. 

The plant superintendent should be interested in the 
proper marking and coding of the items that are pro- 
duced. If a package is returned from the trade for some 
reason it will undoubtedly be brought to the attention of 
the superintendent. If he has insisted on code dating all 
of the products he wi'l be able to tell immediately on what 
day and what shift the item was produced. In this way 
he can notify his assistants if a mistake has been made. On 
the other hand, if the product has not been code dated 
he is unable to trace back any errors that may have been 
made. 

If the returned product happens to be really old and is 
code dated, this should be of interest to the sales mana- 
ger. It should be the duty of the sales department headed 
by the sales manager to see that all products on the re- 
tailers’ shelves are properly rotated. This can only be 
done if the items are properly marked and if the salesman 
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PROBLEMS 


Does the success of 

your business require 

efficient, economical 

packaging materials? Then you need rib- 
bonzene with this trade mark. Next time 
you buy—order 


Eagle Grand 


This rayon ribbonzene has over twenty- 
five years of successful use in the trade. 
Now available in 22 brilliant colors, and 
two all-purpose widths. 

Sold through Jobbers. For fur- 


ther information see your dis- 
tributor or write to Dept. C-4. 


NAJRAY SALES CO. 
605 Broad Street 
Newark 2, N. J. 


SALBS AGENTS: U. S. RAMIE MANUFACTURING COMPANY 








WRAPPING 
MACHINES 


IDEAL 


Fast-EFFICIENT-RELIABLE 


ANDY manufac- 
turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 








they provide the 
economies of fast 
handling along with 
dependable, wninter- 
rupted operation. In 

use the world over, 
IDEAL Machines are - 
building a service record 
that stands unmatched and 
unchallenged! Our unquali- 
fied guarantee is your pro- 
tecti Two dels svail- 
able: SENIOR MODEL 
wraps 160 pieces per min- 
ute; the new High Speed 
Special Model wraps 325 
to 425 pieces per minute. 
Investigation will prove 
these machines are adapted 
to your most exacting re- 
quirements. 





WRITE FOR COMPLETE 
SPECIFICATIONS AND PRICES 


IDEAL WRAPPING MACHINE CO. 


EST. 1906 
MIDDLETOWN, N. Y. U. S. A. 
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knows and has been advised by his supervisor to see that 
the new orders for merchandise are always placed behind 
the old. It is an easy matter for him to do this when he 
visits the store to take his order. 

The retailer is interested in proper stock rotation and, 
no doubt in most cases, does the best he can to see that 
the old stock is placed on front of the fresh. However, not 
having access to the code he cannot be held directly re- 
sponsible for the lack of proper rotation. 

The customer is interested in receiving merchandise 
that will create a favorable impression end a desire to 
buy the same product again. In other words, the customer 
who has had no dissatisfaction with a product will very 
likely automatically put it into the shopping cart. 

Many consider code cating of packages as just another 
headache. No doubt this is true but, on the other hand, 
there is also no doubt that many thousands of dollars can 
be saved each year by proper product control including 
code dating. 

All manufacturers are interested in promoting good 
will with retailers and retailers’ customers. Every custo- 
mer dissappointed due to buying stale merchandise is 
probably seldom resold on products of that company. 
Code dating is not a cure for stale merchandise. It is 
the follow through that pays off. 


@ Monsanto Chemical Co.: A booklet is available 
from Monsanto Chemical Co., St. Louis 4, Mis- 
souri, which sketches the contributions of chemistry 
to the production, processing, packaging and mer- 
chandising of food. A tabulation lists all of the 
products by use, and refers to the proper division 
of the company for further information or research 
assistance. 


ROE S. CLARK, treasurer 
of the Package Machinery 
Co., recently returned from 
a trip covering England, 
France, Italy and Switzer- 
land, where he studied 
conditions abroad. 


@ Thos. D. Richardson Co.: Effective September 
1, the cash discount terms of the Thos. D. Richard- 
son Co., Philadelphia, has been stated to be 2 per 
cent, 10 days from date of invoice. 


@ Chase Candy Company: Preterred stockholders 
of the Chase Candy Co., have been asked to permit 
the management to issue $1,250,000 of notes to be 
pledged by the inventories and accounts receivable. 
F. S. Yantis, treasurer, said in a letter to holders 
that Chase is presently in need of additional work- 
ing capital to produce inventory required to sup- 
ply the anticipated demand for the Fall and Winter 
months. 
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Deciding to spend their pocket money for candy was easy. 


Deciding which candy requires almost exasperating deliberation 
Will your package be the one they choose over all others? 


Candy men have brought their packaging problems 

to Milprint for fifty years. No other single source offers the 
wide range of packaging materials—the large staff 

of top flight designers—plus the practical knowledge of 
candy merchandising you get at Milprint. 


Whether you make bars, pieces or box candies Milprint skill and 
experience can help your packages win more 

favorable decisions at the candy counter. Call your 

local Milprint man or write today. 

Candy Dandy suggests Milprint “follow through” service. 
“We'll help you do a complete merchandising job by 

designing and producing your lithographed displays, window 
strips, folders, car cards—all types of printed promotional 
material. Get everything at one stop—Milprint.” 
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pPACKAGING MATERIALS 


LITHOGRAPHY & PRINTING 


= GENERAL OFFICES, MILWAUKEE, WISCONSIN 

ww ~s 

eur SM Year SALES OFFICES IN ALL PRINCIPAL CITIES 
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Printed Cellophane, Pliofilm, Acetate, Glassine, Plastic Films, Coatings, Lithographed Displic 





How candy manufacturers 
across the nation planned 


Merchandising for 


Sweetest Day 


I. New York 


by CLARA BALDWIN 


S SWEETEST DAY neared this year, the majority of 
New York’s confectioners, both retail and whole- 
sale, expressed optimism over the impending results. The 
general idea for Sweetest Day promotion has taken on 
slowly in the East. Yet the result from last years’ pro- 
motion (which was actually the first year New York had 
put any force behind the campaign) seemed sufficiently 
encouraging to most of those participating that there is 
even more of a concentrated drive behind the promotion 
for this year’s event. The majority of those interviewed 
were highly optimistic about the promotion. One com- 
pany on the retail level voicing the general consensus, 
said they “felt very good about Sweetest Day” as it has 
fine possibilities for “impulse gift buying”. 
As an overall experience from last year’s promotion, 
the New York district showed an increase in sales for 
the day of 15 per cent to 30 per cent. 


George R. Frederick, president of Loft Candy Corp., 
reported that company had experienced a 15 per cent 
increase in sales for Sweetest Day last year over a com- 
parable Saturday, and that they were well satisfied with 
last year’s results. Mr. Frederick felt optimistic about 
this year. 


In preparation for this year’s Sweetest Day, Loft’s 
planned to start promotion on the idea 10 days ahead of 
the event, making use of the materials prepared for 
such promotion supplied by the Sweetest Day Commit- 
tee. Those materials will be tied in with Loft’s newspaper 
advertisements, building on the general theme “Make 
Somebody Happy”. 


Loft’s general promotion idea for Sweetest Day was 
to be handled as the firm would the promotion for, any 
other holiday—backing it to the limit. Salespeople in 
the Loft stores were to wear special buttons for the oc- 
casion, bearing across the face of the buttons the theme 


for the day. 


This will mark the first year Louis Sherry, Inc., has 
taken part in promoting the event. Their plans for pro- 
motion of the Day included a mimeographed letter sent 
out to their distributors a month in advance of the official 
day. Just immediately prior to Sweetest Day, Louis 
Sherry planned to set up displays in prominent windows, 
choosing the best locations to attract the widest possible 
attention—windows such as those in the leading hotels 
and in Grand Central Station, for example. 


Schrafft’s Sales Corp., which is the wholesale division 
of the organization, was building the idea of Sweetest 
Day through promotions to the salesmen. The idea was 
presented to the 20 company salesmen at a meeting held 
a month prior to the event. At that sales meeting the 
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men were presented with special window posters, bands, 
and window strips for distribution through their terri- 
tories, which include the area around New York extend- 
ing into Westchester and Long Island. 


Stating that the idea was taking on slowly in this 
territory, the company spokesman declared that there 
was a gradual growth behind the promotion and that, 
though last year had not been completely satisfactory, 
there was more effort being exerted this year and the 
event promised to develop into something very good. 


In general New York is following the pattern set by the 
rest of the country, using the same theme, with the pro- 
motion ideas and materials being released by the Sweet- 
est Day Committee. 


This year $20,000 had been allotted for publicity and 
promotion for the day, October 15, exclusive of tie-in 
advertising. 


About two weeks in advance of the date, many New 
York merchants started using an enclosure card with cus- 
tomer purchases to remind purchasers of the approach- 
ing event. On the face of the enclosure card was the 
wording “Sweetest Day,” with the date “Saturday, Oc- 
tober 15th” across the top, and the slogan at the bottom, 
boxed, “Make Someone Happy.” The background was 
a chocolate brown, with a white banner, the letters either 
brown or yellow. The reverse side of the card carried a 
poem entitled “The Sweetest Day” by Nick Kenny, col- 
umnist for the New York Daily Mirror. Last year 
Schrafft’s restaurants used a special menu for the oc- 
casion, and they expect to do so again this year. 


II. West Coast 


by JAMES JOSEPH 


S PEARHEAD BY LAURENCE SEE, secretary-treasurer 
of See’s Candy Shops, Inc., and acting chairman of 
the Los Angeles Committee for Sweetest Day, candy and 
giftware representatives met on September 20 at the 
Los Angeles Chamber of Commerce. Simultaneously, 
San Francisco candy and gift dealers met. So enthusi- 
astic were San Franciscians that they proposed a nation- 
wide drive by 1950 to make “Sweetest Day” legally 
recognized. 

Telegrams went out in Los Angeles to some two hun- 
dred candy, gift, and impulse sales concerns, inviting 
them to attend the meeting and pledge toward a $5,000 
publicity and exploitation fund. Sums ranging from 
$250 to $1,000 were received. In San Francisco, a sepa- 
rate $5,000 fund was pledged. 

This year candy manufacturers and retailers in Los 
Angeles and San Francisco will be linked by committee 
and industry-wide action. By next year it is hoped that 
the “Sweetest Day” promotion will envelop the entire 
West Coast, not only the two metropolitan areas. 

Advance promotion began on September 26 three 
weeks before the headlined event. 


Full-scale advertising and promotional campaigns were 
pledged by various firms including Awful Fresh Mc- 
Farlane, Margaret Burnham, Beaudry Bros., See’s Candy, 
Blum’s and large drug chain candy-retailers like Owl- 
Sontag, Thrifty Drugs, United-Rexall. Five-and ten cent 
stores also pledged support; among them, F. W. Wool- 
worth, J. J. Newberry, and Kress Company. 

The importance of the Los Angeles and San Francisco 
committees for “Sweetest Day” is the industry-wide co- 
operation proposed for the first time. Candy manufac- 
turers, wholesalers, and retailers are joining with other 
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manufacturers of impulse items—florists, giftwares, jewel- 
ers—in instigating full West Coast recognition. 


Meeting at San Francisco’s Fairmont Hotel on Septem- 
ber 7 were representatives of the confection, drug, gift- 
ware and florist industries who pledged support to the 
San Francisco campaign. David Rubenstein, attorney, 
represented the Bakers’ Assn. and the Confectioners’ 
Ass’n. From Blum’s came Warren Epstein. Richard 
Hopelain, executive secretary of the Northern California 
Retail Druggist Ass’n, spoke for his organization. 


At the big Owl-Rexall chain of drug stores, Sweetest 
Day fits into the annual “Candy Jubilee,” which extends 
from Sweetest Day to Hallowe’en. Rexall’s “World’s 
Biggest Drug Store” will not participate this year, due 
to remodeling which will close its large candy department 
during October. Rexall has promoted Sweetest Day suc- 
cessfully for the past 26 years. “Cottage chocolates”— 
$1.00 lb., will be featured in other stores of the chain. 


Awful Fresh McFarlane’s advertising department, 
working on “Sweetest Day” promotions, planned to 
launch its campaign to coordinate with other California 
retailers about three weeks before the event. 


Beaudry Brothers planned newspaper advertising, 
though contemplating no special boxing for the day. 


III. Chicago 


WEETEST DAY IN Chicago gave promise of having 
much more impetus this year, Seymour Neill, of 
Mrs. Snyder’s, who headed the Chicago group, stated at 
presstime, and the increased interest in the promotion 
augurs an optimism for “really getting going next year.” 


Sidney Bielfield, .executive director of the National 
Council for the Promotion of Sweetest Day, said the Chi- 
cago picture “looks good” and that the outlook was for 
a volume of business “way over last year.” Most leading 
stores are participating in the promotion, he said, and 
more display and tie-in advertising have been scheduled. 

Thirty-five line advertisements were run in the daily 
newspapers to call attention to the day, as part of the 
advance overall promotion. Individual firms planned to 
schedule display advertisements varying in size up to a 
full page—some in color. Some firms were also planning 
special tie-in packages. Contributions were reported 
“good”, with checks running as high as $1,000. 


IV. St. Louis 


N st. Louis, Mayor Joseph M. Darst formally pro- 

claimed October 15 as Sweetest Day—a day on which 
St. Louisans should remember their loved ones with 
gifts. The proclamation was issued at the request of the 
local candy manufacturers, florists, and druggists. 

“Too often we forget to express our appreciation or 
affection to loved ones and friends until it is too late,” 
the mayor’s official proclamation stated. 


V. Nationwide 


VER 200 ciT1Es have scheduled “Sweetest Day” cele- 
brations for Saturday, October 15, reports Charles 
H. Welch of the Fred Sanders Company, Detroit, presi- 
dent of the National Council for the Promotion of Sweet- 
est Day. Vigorous, well-financed groups in New York, 
Chicago, Philadelphia, Detroit, St. Louis, Cleveland, Cin- 
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cinnati, Dayton, Buffalo, Pittsburgh, Rochester, Birming- 
ham, Fargo, Toledo, and Columbus are setting the pace. 
Local Sweetest Day Committees in these cities have raised 
funds varying from $1,000 to $20,000 to be used for pro- 
motional and publicity purposes. Tie-in advertising is 
expected to run into thousands of dollars, says Mr. Welch. 

Confectionery groups are headed by: New York, Her- 
bert Tenzer, Barton’s; Chicago, Seymour Neill, Mrs. 
Snyder’s; Philadelphia, Ralph Hopkins, Marquetand’s; 
Detroit, Charles H. Welch, Jr., Fred Sanders; St. Louis, 
John Mavrakos, Mavrakos; Cleveland, J. Hinson, Dun 
& Bradstreet; Dayton, H. L. Jeffries, Jr., Maul Muller; 
Buffalo, Clarence Drescher; Pittsburgh, Herbert Dimling, 
Dimling’s; Rochester, John Burke, Fanny Farmer; Bir- 
mingham, Chris Vlahos, Mary Ball Candies; Fargo, R. T. 
Jarvis, Jarvis Candies; Toledo, C. O. Mootz, Mootz 


Candy; Columbus, Walter Scott, Dutch Candy & Ice 
Cream; Cincinnati, John Cahill, Mullane. 

Sweetest Day is being promoted as a general gift day 
in all the above cities and is sponsored by retail merchant 
groups in Detroit, Cleveland, Dayton, Rochester, Birming- 
ham, Fargo, and Toledo. 

It is expected that the mayors in each of the active 
cities will proclaim Saturday, October 15, as Sweetest 
Day, a day to “make someone happy with a kind deed”. 
A woman who has rendered outstanding service to her 
community will be honored as the Sweetest Woman of 
the Year in each city. The outstanding woman among 
those so honored will be named the Sweetest Woman in 
the United States, reports Sidney Bielfield, executive di- 
rector of the National Council. Other activities in con- 
nection with Sweetest Day will vary in each community. 





Insect Control in Plant Sanitation 


(Continued from page 26) 


suggest one full-time technician whose sole duty is to 
examine samples for foreign matter. In large plants as 
many as five or 10 may be necessary to give adequate 
attention to samples. 

Proper packaging and storage to protect finished goods 
have been given careful attention by most manufacturers. 
Most modern packages are of heavy materials and tightly 
sealed to prevent entry of live insects in the warehouse 
or on the grocer’s shelves. New types of packages de- 
veloped during the war to meet rough usage should be 
continued and improved. Recently some consideration 
has been given to materials to use on or in packages 
to repel or kill insects. Regardless of how packaged, how- 
ever, the elimination of pests from the warehouse and 
the grocer’s shelves is important. Also those items in 
storage or on the shelves longest should be moved first. 

Certain industries have the problem of re-using old 
containers. It is highly essential that such containers 
get a thorough cleaning as they re-enter the plant. Often 
these containers are infested with pests that could be- 
come serious if freed inside the building. Old flour 
and feed sacks, for example, are ideal for many cereal 
pests. Even such a simple item as a coke carton and its 
six empty bottles is a frequent mode of entry for the 
cockroach. 

No control program would be complete without a 
thorough consideration of the use of insecticides. Many 
materials used for insect control are also poisonous to 
man and must therefore be used with caution around a 
food processing plant. The men handling insecticides 
should be trained to recognize the various pests and the 
best methods of controlling them. Many plants hire 
specialists for their pest control work and depend upon 
them to rid the place of obnoxious rodents and insects. 

The insecticides to use will vary with the insect in- 
volved, the type of product, and the building. Certain 
pests are best controlled by fumigation. Here a specialist 
is needed, as such deadly gases as hydrocyanic acid, 
methyl bromide and chlorpicrin are recommended. Some 
pests are best controlled by fumigation. Here a specialist 
pyrethrum and this material plus activators. Such sprays 
or dusts kill by contact with the insect and have little 
residual action. Other pests are killed with such insecti- 
cides as D.D.T. and chlordane that have a long residual 
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action. Still another group of insects are killed with 
stomach poisons as sodium fluoride and arsenate of lead. 
The only poison in this group now used in food estab- 
lishments is sodium fluoride for roach control. Many 
new organic insecticides are now being introduced, but 
need further testing before they can be recommended 
around food plants. . 

Not only is some knowledge of insecticides important, 
but also some knowledge of application methods. The use 
of fumigants necessitates special equipment to insure 
proper penetration of all spaces and of piles of materials. 
Dusters and sprayers of many types are available for 
the different jobs encountered in pest control work. 
Recently many methods of aersol and fog dispersion 
have been developed, but to date have not proven to be 
too satisfactory as an all-purpose treatment. This method 
of application gives little penetration, deposits no residue 
on vertical surfaces, and covers the horizontal surfaces 
with too light a film to give effective control. 

The possibility of contamination of foodstuffs from 
applications to equipment and premises should be given 
some consideration. The promiscuous spraying of walls 
and machinery may permit a film of the insecticide to 
cover flat surfaces and containers. The treatment of 
screens and walls outside the processing rooms, will 
usually control such pests as flies, while the careful 
application of poisons around floors and to the underside 
of equipment is sufficient for most crawling insects. 
Some plants, such as in the meat packing industry, 
require a nonpoisonous material to be used in rooms 
where food is exposed. 

The problem of insect control is of major importance 
in the food processing industry, for these pests not only 
destroy the products in both the raw and finished state, 
but also may get into finished foods as whole insects or 
as fragments and cause contamination. Every food proc- 
essor wants to sell pure food products and consequently 
should see that all pests are eliminated from his plant. 
Complete elimination of insects is difficult, but the early 
detection of their presence and an understanding of 
those factors favorable to their increase, are important 
steps in control. And, remember that control does not 
depend upon the proper use of insecticides alone, but 
on sanitation as well. 
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17th 
ANNUAL 
EDITION 





dy Bayns 1950 
DIRECTORY 


ISSUE 


will provide candy buyers 
with 


FIVE 
REFERENCE 
SECTIONS 





CLASSIFIED CONFECTIONERY SOURCES. Here in one handy, reliable volume 
the wholesale buyer has at his fingertips the names and addresses of over 
eight hundred wholesale manufacturers listed in one or more of the sixty 
classifications of confectionery products. This big main section provides in- 
formation that is available in no other single source. 


CLASSIFIED SUNDRY SECTION lists manufacturers of types of merchandise 
commonly handled by wholesalers and volume retailers. 


BRAND NAMES DIRECTORY lists hundreds of the most popular candy names 
on the American scene—who makes them, where they are located. Available 
to advertisers only. 


BROKERS DIRECTORY carries the names and addresses of many firms, listed 
alphabetically by territories. 


CANDYMAN’S ALMANAC reminds the wholesaler and buyer of the many 
seasons, special days and events that are proven merchandising tie-ins. 








READ WHAT A FEW OF THE USERS SAY ABOU 











* "The Directory is a finger tip source 
of supplies; it is the Candy Jobber’s friend. 
Thank you.” 


READY REFERENCE TIME-SAVER 








Lowe Thomas Candy Co. 





* We refer to the Candy Buyers’ Direc- 
tory at least once a day in order to find 
a particular type of candy in which we 
are interested at the moment. The Al- 
manac will be a big help in planning 
ahead for specific days.” 

The May Company (Dept. Store), Calif. 


* "The Directory is very helpful and we 

use it often. We appreciate your sending 
it to us.” 

Northwestern Candy Co., Inc. 

(Candy Jobber) Ia. 


* “A very useful guide, which we use 
constantly.” 

Standard Cigar Co. 

(Tobacco Jobber) Calif. 
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(Candy Jobber) N.C. 


* "We refer to the Directory daily. Be 
lost without it.” 


Fairfield Candy Co. (Vending Machine) Pa. 


* "It's quite complete. Use it for refer- 
ence as much as the phone book.” 
Milton Bros. (Candy & Misc. Jobber) Pa. 





SIMPLIFIES BUYING 





* “It has helped us to get an additional 
supply. We use it when we are looking 
for new items to stock. Very helpful.” 

George R. Cass & Son (Candy Jobber) IIl. 


* “The directory enables us to locate the 
addresses of the candy manufacturer in 
a hurry, thus saving us considerable time 
and work.” 

Vincent Sales Service (Whise. Groc.) Ind. 


* “This book is very helpful to me be- 

cause I can find any firm I want and what 
they are selling in a few minutes.” 

Imperial Tobacco Corp. 

(Candy Jobber) Pa. 


* "Thanks very much for a great time 
saver.” 

Concord Wholesale Conf. Corp. 

(Candy Jobber) N.H. 


“The Directory of candy manufacturers 
is especially valuable when making plans 
for buying trips.” 

Younkers (Dept. Store) lowa 
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DISPLAY YOUR LINE 
in this proven advertising medium 


MORE CIRCULATION 


9,353 


CANDY BUYERS’ DIRECTORY, the December issue of CANDY MER- 
CHANDISING magazine, covers the wholesale buyers in greater 
number than any other publication in the field . . . reaches 9,353 readers. 
Over 7000 copies are received by volume-qualifying wholesalers— 
more than 2000 copies are used by wholesale-buying retailers. CCA- 
audited statements verifies this circulation. 


MORE ADVERTISING 


74 


74 firms used advertising in the 1949 edition. Every year, for sixteen 
consecutive years, CANDY BUYERS’ DIRECTORY has carried more 
advertising from more companies than any other single issue of any 
publication serving this field. This record is unmistakable proof of its 
ability to produce sales and goodwill. 





ime 
ver MORE BUYER IMPRESSIONS 
xty And what an economical advertising buy. Your full page ad costs less 
- than a postcard mailing, yet stays on the job for a full year to sell your 
Cc name and line of products. Yes, 1.6c is all it costs to place your full 
lise ° page message in each copy. 
nes 
ble 
your company supplies us with information CANDY BUYERS’ DIRECTORY 
ted on your wholesale line, then back up this 
te valuable directory service with display $9 South Clinton Street 
advertising to keep the constant attention Chicago 6, Illinois 
of buyers focused on your line. For advertis- 303 W. 42nd Street 412 W. Sixth Street 
iny ing rates and specifications write: New York 18, N. Y. Los Angeles 14, Calif. 














E USEFULNESS OF CANDY BUYERS’ DIRECTORY 











LIKE LISTINGS 


* "The alphabetic listings in your direc- 











* "Very helpful in reaching sources on 
seasonal items. Also good when locating 
source on new numbers.” 

Hester Stores Co. (Variety Store) Neb. 


* “Thank you for the Candy Buyers Di- 
rectory. This will be of great value to us 
as a candy jobber.’ 

St. Cloud Jobbing Co. 














he (Candy Jobber) Minn. 
in tory are of great help to me. Cannot sug- 
ne gest any change for the better.” 
Louis L. Halberstadt 

nd. (Candy Jobber) Wis. CORRECT ADDRESSES SERVICE TO 
De- INDUSTRY 
nat 

REFERENCE ALL YEAR * "The Directory helps us in many ways. 
rp. Sure of correct addresses, different items * “We think that the Candy Buyers’ Di- 
Da. to buy. Very good.” rectory is the most helpful book published 

* "Used as reference book all year. We Kearney Candy Co. in the industry.” 
~ even file old numbers. A very helpful (Vending Slechias) Mee. George Henneke & Son (Candy Jobber) Md. 
rp. Directory—indispensable.” ‘ * “The Directory is a unique service that 
H. The Riddell Co. (Candy Jobber) Calif. * "The directory gives the correct mailing is indispensable.” . 

. 
ors * "We have used the directory to good address and a list of the items or type of Perkins Jobbing Co. (Candy Jobber) Tenn. 
ms advantage every year.” merchandise each manufacturer carries. * “Very good for the Industry.” 

Autry Greer & Sons Very helpful.” Pittsburgh Candy & Cigar Co. 
wa (Wholsale Grocer) Ala. J. D. Mullins (Dept. Store) Tex. (Chain Druggist) Pa. 
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To Sell Confectioners... 
THE MANUFACTURING CONFECTIONER 


@ 


Editorial 
Content 


More than 50 great 
“How to Make” ar- 
ticles a year appear 
in this magazine, 
which devotes its 
entire content to ar- 
ticles on candy pro- 
duction methods and the newest develop- 
ments in plant operation and successful 
management. For 29 years, The Manufac- 
turing Confectioner has led its field in the 
volume cf pages devoted to production 
techniques and research. Part of its program 
is the Richmond textbook published month- 
by-month; and other “planned series arti- 
cles” on current manufacturing problems. It 
tenders creative services to readers, such 
as “The Candy Clinic,” “The Packaging 
Clinic,” and its “Letters” column, all contri- 
buting to confectionery progress. 


Market Coverage 


3115 net paid (A.B.C.) copies penetrate !774 
worthwhile candy plants. The combination 
of paid circulation, and the principle of a 
single interest magazine for plant personnel 
develops truly economical coverage of recl 
buyers. The Manufacturing Confectioner 
delegates all “jobber news” and candy 
advertising to a separate publication, ‘Can- 
dy Merchandising”. 


$$ 





The Technical Magazine of 
the confectionery business! 


Reader 
Interest 


— is a natural out- 
come of publishing 
facts that help make 
profits. Every phase 
éf candy making is 
well covered, from 
giant production to 
“The Retail Manufacturer” (a department 
for the small scale operator.) Every issue 
is so balanced that at least one article 
serves the executive responsible for each 
candy plant function. Therefore, penetration 
to all buying points is assured. 


“Blue Book Issue” 


The September issue of THE MANUFAC- 
TURING CONFECTIONER is a specially 
important number. Its articles are statistical 
reports on the candy business. In addition 
it contains a “buyers guide” to (1) Raw 
Materials; (2) Machinery; and (3) Packac- 
ing Materials used in candy manufacture. 
This directory section lists suppliers in well- 
organized classifications, and their product 
advertising, making this issue over 200 
pages. Laminated covers, side wire bind. 
Timed perfectly for Fall buying. 











“Candy Packaging” 
Quarterly, from the issues of February, May, 
August and November, the entire “Candy 
Packaging” department of THE MANUFAC- 
TURING CONFECTIONER is reprinted as an 
individual magazine. 1000 copies are cir- 
culated free to a selected list of executives 
in candy plants who control packaging 
material purchases. These issues contain 
the useful “Candy Packaging Clinic Re- 
ports”. Packaging advertisers in these 
months get bonus coverage in the supple- 
ment. 


“Candy Equipment 

Preview” 
appears (quarterly) in the January, April, 
July and October issues of THE MANUFAC- 
TURING CONFECTIONER. Reprinted as an 
individual supplement, including the adver- 
tising of machinery and equipment in those 
issues, it is sent to selected plant engineers 
and machinery buyers in the large factories. 
The “Preview” is constructive publishing on 
candy machinery and wins exactly the right 
reader interest to support machinery ad- 
vertising. 


e To 





USE...¥ 





CANDY MERCHANDISING 


6 Issues a Year 


For Jobbers and Wholesalers — 
This digest sized magazine is 
designed to help candy manufac- 
turers strengthen relations with 
volume candy buyers. Jobber- 
Manufacturer relations have never 
been so important, nor the need 
for goodwill and understanding so 
great. 


@ MARKETS REACHED — 9,590 
copies of “C.M.” have controlled, 
free distribution to Candy, Drug, 
Grocery and Tobacco Jobbers, 
Department and Chain Store Buy- 
ers and other case lot buyers. 
Through these wholesale channels 
86% of all candy is sold. 


@ EDITORIAL CONTENT — Mod- 
ern in format, and dedicated 
exclusively to the merchandising 
problems of the jobbers who nor- 
mally handle $500,000,000 worth 
of Candy, Candy Merchandising 
has a sound, four-point editorial 
program which insures reader 
interest: (1) candy facts, (2) mer- 
chandising methods, and (3) sea- 
sonal trends. The Directory issue 
gives full (4) where-to-buy infor- 
mation. 


THE CANDY BUYERS’ DIREC- 
TORY — is the December issue of 
Candy Merchandising. It contains 
lists of wholesale manufacturers, 
classified by 50 or more types of 
candies. It is the only published 
source of “where-to-buy-candy” in- 
formation. For 16 years 10,000 
candy jobbers and volume buyers 
have depended upon this ‘who's 


@ who’ of the candy industry. 


THE MANUFACTURING CONFECTIONER PUBLISHING CO. 


Publisher: Prudence W. Allured, 
9 So. Clinton Street, Chicago 6 


Hey Eastern Office: Wm. C. Copp, Mgr. 
303 W. 42nd Street. New York 18 
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HELP WANTED 





Man between 30 and 45 years old, who has 

had sales experience and some manu- 
facturing knowledge of bulk and packaged 
candies, wanted for Candy Plant in East. 
C-901 c/o The MANUFACTURING CONFEC- 
TIONER. 





CLASSIFIED 


When addressing box numbers, 
please address as follows: 

(Box Number) 

The Manufacturing Confectioner 
9 South Clinton St. 

Chicago 6, Ill. 





ADVERTISING 


Classified insertion requests are 
sent to the same address. Rates cre 
35c per line of regular type: 70c 
per line for bold face or capital let- 
ters: $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
discounts. 














present salary. 





GENERAL MANAGER ; 


For candy manufacturing plant successfully established over 
thirty years to also act as assistant to President. Present volume 
several million dollars per year with large potentiality for increased 
volume. To the right man. this is a rare opportunity. Please state 
age. complete background and experience, when available, 


Address Box 1093 
The MANUFACTURING CONFECTIONER 








SALES LINES WANTED 





PLANT FOR SALE 





MACHINERY FOR SALE 








MACHINERY: inventory of Dairyland Candy 

Co., available for sale or rental. Space 
for rent also, 7M feet. If deal not made 
quickly will dispose of by piecemeal auc- 
tion soon. Milton Investment Co., 5110 N. 
35th St., Milwaukee 9, Wis. 





FOR SALE: Dubin Fire Mixer, practically 

new, or will trade on good 3 ft. Cream 
Beater. Weber's Candies, 1242 McGregor 
NW., Canton 3, Ohio. 








FOR SALE: One No. 5 Mikro-Atomizer 
complete with Torit dust collector. Prac- 

tically new. Box. No. 1092, The MANU- 

FACTURING CONFECTIONER. 





Northern Candy Sales 
410 N. 2nd Ave. 
Wausau, Wis. 





Manufacturer—If you have a line of Bar 
or Penny items that you want sold in 
Maryland, Delaware and District of Colum- 
bia, kindly inform me of same. 
H. Evans Smith, 4822 Kenswick Rd. 
Baltimore 10, Maryland 





WANTED: Candy and allied lines. We 
have 20 years sales experience in same 
territory of Florida, Georgia and Alabama. 
3 salesmen. Hubert Brokerage Company, 
210-211 Candler Bldg., Atlanta, Georgia. 








Brokers... 


tien of THE MANUFACTURING 
CONFECTIONER and THE CANDY 
BUYERS’ DIRECTORY. Low rate is 
only $15 @ yeor. 
THE MANUFACTURING 
CONFECTIONER 
9 S. Clinton St. Chicago 6, Ill. 
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SOUTHERN CALIFORNIA CANDY PLANT 
FOR SALE: One of the finest with the 
largest production capacity and the lowest 
overhead offering the best possibilities of 
any plant on the West Coast. All equip- 
ment like new which includes Continuous 
Vacuum Cooker, Simplex Vacuum Cooker, 
Savage Break Back, Blast furnaces, Large 
Drop Roller and Conveyor, 2 Continuous 
Cutters with conveyors, bins, etc., Ribbon 
Machine, Cut Rock Mach., Stick Candy 
Table, Steel Slabs, Set Up Tables, Batch 
Rollers, Steam Kettles, Boiler, Hobart Mixer, 
Marshmallow Mach., Cream Beater, Savage 
Caramel Cutter, Savage Sizer, Automatic 
Weighing and Bag Sealing Mach., Large 
Kron Scales, Office Equip., etc., etc., etc., 
$45,000. The right party with this setup can 
earn this amount in the coming Xmas busi- 
ness alone. Ill health forces owner to sell, 
but would consider associate capable of 
taking complete charge. Box No. 1095, 
The MANUFACTURING CONFECTIONER. 





CANDY PLANT 


Wonderful opportunity for live merchan- 

diser to obtain a long established candy 
manufacturing plant with specialty line 
on nationwide distribution with no com- 
petition, only $25,000 needed to handle. 
Box TF-992. The MANUFACTURING CON- 
FECTIONER. 








FOR SALE: 1—Lynch P. B. Standard P. B. 

Wrap-O-Matic. Used very little. Uses 
card size 3¥%xl & 19/32. Electric Eye, 
Glue pot, heat sealer. Approximately 110M 
cards go with machine. Priced very low. 
Massey Candy Co., 1533 So. Ist., Louis- 
ville, Ky. 





FOR SALE. One completely reconditioned 
RAF Rose Candy wrapping machine for 
immediate shipment. Like new. Box A- 
1094. The MANUFACTURING CONFEC- 
TIONER. 





FOR SALE: National Steel Starch Buck and 

Hand Printer. $1,000. 125 pound Hildreth 
Candy Pulling Machine, motor attached. 
$675. Both in perfect condition. King’s Busi- 
ness Service, 1451 W. Belmont Ave., Chi- 
cago, Ill. 





FOR SALE 


NEW SUTTON STEELE & STEELE AIR 
SEPARATOR, MODEL BX 100, WITH 
STONER. WILL REMOVE STONES AND 
TRASH FROM PEANUTS. COST OVER 
$1900. MAKE OFFER. BOX A-1097, THE 
MANUFACTURING CONFECTIONER. 
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MACHINERY FOR SALE (Contd.) 





MISCELLANEOUS 


MACHINERY WANTED 








FOR SALE: | Igou Stick Spinner, complete 
with extra rolls. 1 extra large pulling ma- 
chine, 10 H.P. motor. 1 Racine Sucker 
Machine, 3 sets of rolls, conveyor if de- 
sired. 1 Miller Cellophane Bag Machine 
with electric eye. These may be inspected 
at our plant at any time. Cottrell Candy 
Co., 413 N. 7th Ave., Knoxville, Tenn. 





FOR SALE: A complete line of rebuilt con- 

fectionery machinery, such as: Simplex 
gas-fired vacuum cookers, automatic fill- 
ing machines, 3 roll refiners, kiss machines, 
pulling machines, water cooled tables, 
Hohberger continuous hard candy machine, 
National continuous hard candy cooker, 1 


USED STARCH 
and SWEEPINGS 
SUGAR SWEEPINGS 


SCRAP CANDY 
(For Animal Feed) 


BOUGHT 


LOUIS ROSENBERG 
444 Fairmount Ave., 
Philadelphia 23, Pa. 


WANTED TO BUY 


Package Machinery Co. 
pop wrapping machines. 
State serial number and con- 
dition. 
School House Candy Co. 
Providence, R. I. 











WANTED 


Package Machinery Sucker Wrappers 
Box 1091, 





Lynch Wrappomatic bar wrapper, ball 
beaters, moguls, chocolate melters, and 


The MANUFACTURING CONFECTIONER 





many other kinds of equipment for which 
we solicit your inquiries. A & G MACHINE 


WE BUY & SELL 


WANTED: Berks Hard Candy Batch Mixer, 





CO., 33 Central Wharf, Boston 10, Mass. 





BROKERS WANTED 





NEW—DIFFERENT: Something unusual in 

confections. Ask for sample. Looking for 
active representation. Jobbers—wagon dis- 
tributors—chains—supers. Give territory 
and references. Big holiday volume—<Act 
at once. American Specialty Foods, 1200 


Lake St., Melrose Park, Ill. Colors & Widths 





HOLIDAY SPECIALS: All quality confec- 
tions—ask for samples. Only responsible 
brokers sought. Kinzie Wells Co., Box 3441, 


74 E. 28th St., 
Mdse. Mart, Chicago, III. 





ODD LOTS « OVER RUNS + SURPLUS 


SHEETS*ROLLS-SHREDDINGS 
Cellepkane rolls in cutter 
ALSO MADE OF OTHER CELLULOSE FILM 
Wex - Glassine Bags, Sheets & Rolls 
Tying Ribbons—All 


boxes 100 ff. or more 


Clear & Colors 


Diamond “Cellophane” Products 


Harry L. Diamond 
“At Your Service” 
Chicago 16, Illinois 


Robert I. Brown 


Used. 150 lbs. capacity. Box A-1096, The 
MANUFACTURING CONFECTIONER. 





Whether you're buying or 
selling, classified ads in The 
MANUFACTURING CON- 
FECTIONER bring quick re- 
sults. Low cost is only 35 
cents a line, 70 cents for 
bold face. 


Scotch Tape 














@ J. H. O’Rourke: J. H. “Jim” O’Rourke, confec- 
tionery broker, recently moved their offices to 9111 
Hillrose Street, Sunland, California (suburb of Los 
Angeles). Offices were formerly located at 635 West 
Avenue 26, Los Angeles 31, Calif. 


@ Kress Store: Making candy while the customers 
watch is working out well in the Kress Store, 939 
Market Street, San Francisco, it is reported. The 
Kress Candy Kitchen was set up about a year ago. 
Products are rocky road, brittles, nut rolls, English 
Toffee, fudge, panoche, and jellies. Daily sales aver- 
age $180 to $200. On Saturdays a center aisle 
counter and display increase the total to $300 or 
more, Mr. McGee, candy maker, reports. 


® Holiday Gifts to Employees: A survey conducted 
by Fortune magazine shortly after last year’s holi- 
day season showed that 25.1 per cent of the com- 
panies covered give gifts, other than money, to 
employees; that 42.7 per cent give gifts to custom- 
ers: and that the total expenditure for such gifts 
averages $3,828.92 per company. In addition to 
cash bonuses, the most popular gifts to employees, 
aside from the traditional food products and liquor, 
were jewelry, leather goods, perfume, fountain pens, 
watches, candy, and sports equipment, in that order. 


@ Lawerence Chewing Gum Co.: Appointment of 
W. S. Boedecker Co., tobacco and candy distribu- 
ting firm of Sierra Madre, Calif., as brokers for El 
Bubble Bubble Gum Cigars in California and Ari- 


page 76 


zona, is announced by the Lawrence Chewing Gum 
Co., of Havertown, Pa. The product is shaped like 
a cigar and packed in cigar boxes. 


© National Candy Wholesalers Ass’n, Inc.: Dates 
for the annual Fall meeting of the board of directors 
of the NCWA have now been set as October 6-8, 
and will be held in Washington, D. C., at the Shore- 
ham Hotel, according to John F. Poetker, Jr., J. 
Poetker & Son, Cincinnati, Ohio, board chairman. 


@ Herz Candy Co.: The Herz Candy Co., of St. 
Louis, was robbed of about $400 by burglars who 
knocked the combination off a safe and opened a 
strong box in the safe with an acetylene torch. 


@ Chase Candy Co.: For the year to June 30, the 
Chase Candy Co. shows a net loss of $1,062,724 
after $602,832 tax carryback credit. This contrasts 
with net income of $816,556 or $1.32 a common 
share for preceding fiscal year. 


@ Peggy Ann Fine Candies: Announcement of the 
first birthday of the Peggy Ann retail store at 8th 
and Locust, Des Moines, Iowa, has been received. 


@ Quartermaster Procurement: “How To Do Busi- 
ness With The Quartermaster Corp,” a pamphlet 
available to business men and others interested in 
Quastermaster procurement, has been released by 
the Department Of The Army, New York Quarter- 
master Purchasing Office, 111 East 16th Street, 
New York 3, N. Y. 
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IMMEDIATE 
DELIVERY 


SPECIALS FROM OUR STOCK 


National Equipment Fully Automatic 
Steel and Wood Moguls, type AD 
and AB, also type A. 

Double Huhn Starch Dryer and Cooler, 
complete with Starch Cleaner (Single 
Huhn also available). 


Merrow Cut Roll Machine. 


National Equipment Continuous 
Hard Candy Cooker 


| National Equipment 32”, 24”, 16” En- 


robers, with and without Automatic 
Temperature Control, Automatic Feed 
Tables, Bottomers, Decorators, also 
with Cooling Tunnels and Packing 
Tables (sold with and without attach- 
ments). 


National Equipment Late Type Fully Automatic Steel Mogul 


5,000 MACHINES IN STOCK 


Every Type And Size Of 
Candy Machinery For 
Your Immediate Needs 
Write Today For Prices 
And Full Details On All 
Your Requirements 


318-322 LAFAYETTE ST. 


for October, 1949 


Rebuilt 
Mac hiner ee 
Established 1912 \y=—/ 


Wolf 62” Chocolate Peanut Coaters, 
with Wizard Feeder and Cooling 
Tunnel. 


300, 500, 1000, 2000 Ibs. National and 
Racine Chocolate Melters. 


National Equipment Continuous Cook- 
ers, complete with pre-melting Kettles, 
600, 1000, and 2000 Ibs. per hour 
capacities. 

Simplex Steam Vacuum Cookers, 200 
Ib. cap., for hard candy. 


Holmberg 38” Copper Revolving Pans, 
with and without Ribs and Coils. 


32” National Enrober with 
Automatic Feeder, Bottomer, 
Cooler, Packer and Stringer 


Huhn Double Dryer 


and Cooler also 
sold singly. 


NEW YORK 


UNION CONFECTIONERY MACHINERY CO., INC. 
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New England States 


South Atlantic States 


East No.Central States (contd.) 


East No.Central States (contd.) 





JESSE C. LESSE CO. 


Confectionery 
Office and Sales Room 
161 Massachusetts Ave. 


BOSTON 15, MASS. 
Territory: New England 





Middle Atlantic States 





S. P. ANTHONY 


Manufacturer's Representatives 
P. O. Box 1355—Phone 2-8469 


READING, PENNSYLVANIA 
Terr.: Pa., as, Dale. Washington, 





HERBERT M. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARK 16, NEW YORE 
Terr.: New York State 





IRVING S. ZAMORE 
2608 Belmar Place 


SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 


Terr.: Pennsylvania, excluding 
city of Philadelphia 


BUSKELL BROKERAGE CoO. 
1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 


Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 


H. K, BEALL & CO. 
CHICAGO 6, ILLINOIS 


308 W. Washington St. 
Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 

Wisconsin 


25 years in the Candy Business 








FACTORY SALES COMPANY 
Broad Street Bank Building 
TRENTON, NEW JERSEY 
Specialists in Specialties 


Terr.: N. J., 
& Washington, D. C. 


N. Y., Pa., Dela., Md., 





GREENBERG BROS. 

389 East 2nd St. 
BROOELYN 18, NEW YORK 
Covering Jobbers, Syndicate and 

ty 


Dept. Stores in New York Ci 
100 mile radius 





ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 


Cover conf. & groc. jobbers, chains, 


dept. stores, food distrs. 
W. Pa., W. Va., & E. Ohio 





MARTIN J. BERMAN CO. 
292 Fifth Avenue 
NEW YORK I, N. Y. 
LOngacre 4-2633-4 


Greater New York Area 
Including Department Stores, 
Chains, Buying Offices 





ENVOY SALES COMPANY 
280 Madison Avenue 
NEW YORK 16, N. Y. 

Murry Hill 4-1140 


Covering Jobbers, Department 


Stores, Grocery and Variety Chains, 


and Buying Offices. 
Terr: New York & New Jersey 
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W. H. CARMAN 


Manufacturers’ Representatives 
3508 Copley Road 


BALTIMORE 15, MARYLAND 
Terr.: Maryland; Wash., D. C. 





JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 
ATLANTA, 3, Georgia 
Terr.: Ga., Ala., and Fla. 





WM. E. HARRELSON 
Manufacturers’ Representative 
$308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21, VIRGINIA 
Terr.: W. Va., Va.. N. & S. Caro. 





HUBERT BROKERAGE Co. 


Candy and Allied Lines 
3 Salesmen 
Offices & Display Rooms 
210-211 Candler Bldg. 
ATLANTA, GEORGIA 
Terr.: Florida, Georgia and Ala- 
bama for 20 years 





JOHNSON & SAWYERS 
335 Burgess Building 
NVILLE 


JA 2, FLO 
Confections & Allied Lines 
Terr.: Ga., Fla., & Ala. 





A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 
Candy and Specialty Items 


Terr.: Va., W. Va., & No. & So. Caro. 





ROY E. RANDALL CO. 
Manufacturers’ Representative 
P. O. Box 605—Phone 7590 
COLUMBIA 1, SO. CAROLINA 
Terr.: No. & So. Carolina. 
Over 25 years in area 





SAMUEL SMITH 
2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAROLINA 
Terr: Tenn., Vi-ginia, N. Carolina, 
S. Carolina 





W. M. (BILL) WALLACE 
Candy and Specialty Items 
P. ©. Box 472—111 Rutland Bldg. 
DECATUR, GEORGIA 
Terr.: Ga. & Fila. 
Thorough Coverage 





East No. Central States 





EDWARD A. D. (Candy) BARZ 


P. ©. Box 512—OAK LAWN, ILL. 
Covering Ill., Ind., Mich., Ohio, Ky., 
and W. Va. 


JOHN E. SMITH 
Confections & Food Specialties 
Thorough Coverage State of Indiano 
Excluding Lake County adjoining 
hicago 
1428 N. Pennsylvania St., Room 203 
Tel. Lincoln 3780 
INDIANAPOLIS 2, INDIANA 





CHARLES R. COX COMPANY 
1428 Erie Boulevard 


SANDUSKY, OHIO 


Territory: Ohio, Michigan, and 
Indiana 





ROGER ETTLINGER 
Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 21, MICHIGAN 

Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your Service Always 
—And All Ways” 
Terr.: Michigan, Estab. Since 1932 





BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 


Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 





DONALD A. IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





HARRY KISSINGER 
Ce ee 
3846 McCormick 


Phone Brookfield 9691 
HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 





G. W. McDERMOTT 
109 North Raymond St.—Phone 382 
MARINETTE, NSIN 
Terr.: Wisc. & Upper Mich.—covered 
every five weeks. 





WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 
We specialize in cigars, candies 
specialties and novelties 





JACK WILSON PEIFFER 
Manufacturers’ Representative 
54 W. Burton Place 


CHICAGO 10, ILL. 





WARREN A. STOWELL 
& ASSOCIATE 
Phon> TRiangle 4-1265 
7943 So. Marshfield Ave. 
CHICAGO 20, ILLINOIS 
Terr.: Chicago and Radius of 





Forty Miles. 


SOMMER & WALLER 
Manufacturers’ Representative 
8336 Maryland Ave.—VI-6-7174 

CHICAGO 19, ILLINOIS 
Serving Metropolitan Chicago 

Sales Area for 25 Years 





W AND W SALES 
1627 West Fort Street 
DETROIT 16, MICHIGAN 
Covering Michigan Completely 
With rig | Merchandise 

. Williford 





ARTHUR H. SCHMIDT CO. 
815 Erieside Ave. 


CLEVELAND 14, OHIO 
Terr.: Ohio. Member Nat'‘l. Conf. 


Salesmen Ass‘n. 
Buckeye Candy Club 





Cc. H. THOMPSON 

1421 Sigsbee St., S. E. 
GRAND RAPIDS 6, MICHIGAN 

Terr.: Michigan only 





JOHN T. SOX CO. 
Box 605 


COLUMBIA, S. C. 


Manufacturer's Representatives 
Have been representative for 17 
years in the states of South and 
North Carolina 





H. H. SMITH 
Box No. 1202 
HUNTINGTON 14, WEST VA. 


Candy, Marbles, School Toblets, 
Wax Papers, Stationery, Napkins 


Terr.: W. Va. & Eastern Ky. 





R. L. YATES 
15060 Steel Ave., 
DETROIT 27, MICH. 
Terr: Michigan only 
Phone VE 8 1126 





East So. Central States 





R. HENRY TAYLOR 


Candy Broker 
Box 1456—Phone 8491X 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





PAUL JOHNSON AND CO. 
Manufacturers’ Representatives 
Day Phone 1—Night Phone 2420 

Box 270 


CAMPBELLSVILLE, KY. 
Candy, Crackers, Cookies, Cigars, 

= a ialty Items 

Terr. y. and Tenn. 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 8-4097 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





J. L. FARRINGER CO. 
1900 Cedar Lane—Phone 8-8470 
NASHVILLE 4, TENNESSEE 


Established 1924 





Territory: Tenn., Ky., and W. Va. 
2 Salesmen covering territory 
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West No. Central States West So. Cent. States {contd.} Pacific States Pacific States (contd.) 





















































GEORGE BRYAN S. D. CARTER COMPANY GENE ALCORN 6& CO. GEORGE W. HARTLEY 
BROKERAGE Co. ae --4 seed 1340 E. 6th Street 89 Marietta Drive 
pesto Walnut Pag, on Los —_ 21, CALIFORNIA (saN FRANCISCO 16, CALIFORNIA 
ES INES 9, SHREVEPORT, LA. 383 Brannan St 
- Terr.: La., Ark., & E. Texas SAN FRANCISCO ie Phone: JUniper 4-5300 
1) Consistent and thorough coverage T. ~ ~ 
le of wholesale candy and tobacco, erritory: State of California Pacific Coast Representative 
wholesale grocery, chain store 
trade in central, eastern Iowa Gé . a } or aaa JOHN T. BOND & SON JIM O’ROURKE 
or ee : 
,, ALBUQUERQUE, NEW MEXICO 637 S. Wilson Place 611] Hilzese St, 
combined confectionery experi- Phone Federal 6028 SUNLAND, CALIFORNIA 
ELMER J. WARDS ence of 38 years. ELES, CALIF ? 
CANDY 5 eee j a s Fe, , = 9 = Clase y ow am 
5352 3lst Ave. So. : 4 ’ Our 28th Year in Candy and 
Texas. sani 
a MINNEAPOLIS 17, Minn. Food Field 
Phone: Pa. 7659 - l. LIBERMAN 
Terr.: Minn., N. & . Dak —Special ws om MALCOLM S. CLARK CO. ae =. pe 
attention given to Twin City trade anufacturers’ Representative 
he I ee 
4 a ad i ~ 4 
| tern Arkansas—Accounts solicited | AN FRANC ISCO 1 10, CALIF TS Utah, — = 
GRIFFITHS SALES COMPANY | 923 e Third St.—Southern California 
in 725 Clark Ave.—Phone GA. 4979 LOS ANGELES 13, CALIF. 
SAINT LOUIS 2, MISSOURI J. J. BOND & COMPANY Terminal Sales Bldg. HARRY N. NELSON CO. 
We specialize in candy and bo CORT WORTH 3. TEXAS ami : aa eon oe 
‘ novelties. | Territory: Texas and Oklahoma 903 Park Road SAN FRANCISCO 11. CALIF. 
Terr.: Mo., Ill., and Kan. | . a oa Established 1906 
af |  Ariz., New Mex., W. Texas Sell Wholesale Trade Only 
| EL PASO, TEXAS Terr.: Eleven Western States 
LEON K. HERZ | 








—— 1290 Comet, jae a 7309 Mountain States | CARTER & CARTER 


| 
GEORGE R. STEVENSON CO. 

| 302 Terminal Sales Building 

} 


SEATTLE, WASH. 





| Confectionery Mfr’s Agents 


Terr: Western Wis., Minnesota, 
| Established with Industry since 1901 


North and South Dakota 






































CAMERON SALES COMPANY 91 Connecticut St. 
| 5701 East Sixth Ave Phone: Main 7852 Territory: Wash., Ore., Ida., Mont. 
. 4 Over 20 years in this area. 
DENVER 7, COLORADO SEATTLE, WASHINGTON 
= a Saar ys ~~ aoe ines t wr bh an” Se oe 
611 W. Douglas Ave. ‘err.: Colo., Mont., Idaho, Utah, err.: Wash., - Utah, Ida., 
WICHITA 12, KANSAS N. Mex. } Mont., Nev., Wyo. JERRY W. TURMELL COMPANY 
‘Sects Ramee, Chia | 4127 Crisp Canyon Rd.—State 44713 
Western Missouri JERRY HIRSCH SHERMAN OAKS, CALIFORNIA 
: ; BELL SALES COMPANY (20 minutes from Los Angeles) 
y yee ee yh ee a 100 Howard Street Tose: Calif., —— s eae, 
ndy an pecialty Items ilippi ina. 
| voll E ath St SAN FRANCISCO 5, CALIFonmA | Philippines and Ching, Established 
- West So.Central States | Territory: Arizona, New Mexico, | Fon Calif. ‘ier 
El Paso, Texas Hawaiian Islands RALPH W. UNGER 
923 East $rd Street 
GENERAL BROKERAGE CoO. HILL one: Trinity 
. 539 Tchoupitoulas St. ei an & Sees | J. RAY FRY 6 ASSOCIATES LOS ANGELES, CALIFORNIA 
“ NEW ORLEANS 4, LA. oe | and Novelty Items | 420 Market St.—Phone Garfield 7690 Tese.: Galt. kite i See 
ox 416—Phone 2-3540 | ‘ J , 
New Lines Desired SAN FRANCISCO, CALIF. West Tex., Nev. 
= Complete coverage in Louisiana be » MONTANA Terr.: Calif., Ore., Wask’., Mont., | 
and Mississippi of candy manufac- Complete coverage of Montana, Ida Utah a. wee Ariz ‘ 
Idaho, and Wyoming. | “ . yo., ” . WITENBERG-FROSS 


turers, jobbers, and wholesale . | 














a 24 California St. 
HARRY YOUNGMAN | CHARLES HANSHER Pee ‘e ro) Pepa nt ae 
H. L. BLACKWELL COMPANY eee ee hee ee ee... | _ 18 Wea Ninth St 
Emery W: t Sunset Dri ’ one Trinity 
“EL PASO, TEXAS SENVES 1. COLSRASS | Personal contacts with chains, job | LOS ANGELES 15, CALIFORNIA 
- Phone: 3-0503 Territory: Colo., Wyo., Utah, | bers, syndicates & dept. stores | Terr.: Calif., Arizona, Nevada 
Terr.: Tex., N. Mex., and Ariz. Idaho, Mont., N. Mexico throughout California | & Export 
@ National Automatic Merchandising Ass’n: Nine @ Syntomatic Corp: Dr. Victor G. Fourman, of 
additional manufacturers of confections have joined Syntomatic Corp., N. Y., has announced the ap- 
- the list of exhibitors at the NAMA 1949 convention pointment of Robert C. Marshall to represent the 
- in Atlantic City, Nov. 27-30. They are: F. & F. Lab- firm in Pennsylvania, Maryland, and Western New 
oratories, Inc., Curtiss Candy Co., Mars, Inc., Swit- Jersey. Mr. Marshall has his headquarters in the 
) zer’s Licorice Co., Huyler’s & Subsidiaries, Schutter Land Title Building, located at Broad and Chestnut 


Candy Division, John Horne Co., Charms Sales Co., Sts., Philadelphia. 


. and Henry Heide. @ U.S. Raises Sugar Consumption Estimate: The 


@ Frank H. Fleer Corp.: John Blake has returned Department of Agriculture raised its U. S. sugar 
to the Wrank $1. Weer Cann. asad ccemenel this Serer consumption estimate from 7.25 million tons to 7.5 
post in the atin bree Ne thn atineiitiian million tons September 13. Overall sugar supply 
P P . and demand for the remainder of 1949 are now 
@ Pig’n Whistle Corp.: For the year ending June about in a balance, states B. W. Dyer & Co., Sugar 
30, Pig’n Whistle Corp. reports a net loss of $187,- economists and brokers. 
4 392. Sales amounted to $6,830,800, compared to = @ Ball Nut and Candy Co.: Roy T. Ball, owner, 
$8,014,100 for the year 1947-'48, in which a profit of the Ball Nut and Candy Co., Dallas, Tex., was 





of $251,077 was realized. The company’s operations held up recently by a nattily dressed bandit armed 
: are now confined to Los Angeles and Southern with a long barreled revolver. The man escaped 
California. with about $30. 
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Confectionately Yours 
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Perrsmant DIPLOMAS: When the 
75 members of the Eastern 
Washington College of Education 
Summer Workshop, at Cherey, Wash., 
received their graduation certificates 
recently, they started to eat them. 
The diplomas were pieces of paper 
tied around sticks of red and white 
peppermint candy. 





CANDY KID, chosen from among hundreds 
of contestants who competed for the title 


on Candy Day at the Chicago Railroad 

Fair. She is Carol Doyle, 4, who lives in 

Evergreen Park, Chicago suburb. All chil- 

dren at the fair during the ceremony re- 

ceived free candy. Carol received a year's 
supply. 


ee Peanuts: Producing about 
45 per cent of the world’s out- 
put of peanuts, India is also the 
greatest peanut exporting country. 
Official forecast for 1948-49 is about 
9,000,000 acres of peanuts and an 
output of about 3,000,000 tons. 


* * a 


i, * fprensmseny POPCORN BAG: With 
popcorn become the “golden 
gusher” of the movies in the last few 
years, the cinema palaces became con- 
fronted with a new acoustical prob- 
lem. A noiseless popcorn bag, that’s 
rustle proof and porous as well (so 
kids can’t fill it up with water and 
drop it from the balconies or blow it 
up for breaking) is the happy answer. 
Riegel Paper Corp., which makes the 
special paper for the “Blow-Pruf” 
trade named bag, says more than 
100,000,000 have already been used. 
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Allegheny Ludlum Steel Corp. ............ 32 
*Aluminum Cooking Utensil Co. ............ 47 
“Ambrosia Chocolate Co. ..............:0000 62 
American Dry Milk Institute ........ Aug. “49 
“American Food Laboratories, Inc. ........ 59 
“Anheuser-Busch, Inc. ..................c:000000+ 15 
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LIKE THE FLAVOR 
OF A FRESH-CUT 
LEMON.... 


When it’s Jemon you want, Exchange is 
the Oil! 

More than 80% of all the lemon oil used 
in the United States is Exchange Lemon 
Oil. This overwhelming endorsement by 


the trade is your assurance that Exchange 





Lemon Oil delivers flavor .. . clarity 
and uniformity not found in any other 


Lemon Oil. 
Always specify it by the brand name 


when you order — Exchange Oil of 
Lemon. And to insure your satisfac- 


tion, accept no other brand. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y, 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF, 





tee, fie, fo, fum 


This flavor's swell 





Flavor it with a favorite. Use Norda real Rum 
Flavor. 


Norda Rum is a full bodied flavor. It gives 
your products the right rum taste. It is rich 
with the natural rum goodness. 








Users of Norda Rum Flavor tell us it has 
helped their business. They are using it 
widely and wisely to make rum-flavored ice 
creams that more people seem to like .. . 
cakes and candies that sell and keep selling. 
You know Norda quality. You know the care 
and the long experience Norda is everywhere 
known for. You will be served well here. 





_Send for a try-out sample of Norda Rum 

« Flavor. today. Test its taste yourself . . . its 
true rum character .. . its fine, lasting aroma. 
Find out how it can save money and make 
money for you. 


And be sure to ask for free samples of other 
Norda Flavors and the Flavor Catalogue, too. 
All are yours for the asking—from Norda 
Flavor Division. 


Norda Rum .. 
Another “Favorite to Flavor It” ® 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 
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